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‘Lift up your 
hearts’ 


Sir,—Although he was doubt- 
less imbued with good motives, 
and endeavouring to support the 
Government's plea for saving and 
wise spending, the Rev. Fenton- 
Morley, it is feared, showed in 
his reported talk in “Lift up your 
hearts” (Talking Points, July 20) 
a lack of understanding of adver- 
tising and a wholesale condemna- 
tion which does not embrace the 
injunction to have “charity in all 
things.” 

With all its faults, and there 
are, of course, many, advertising 
is doing very good work for the 
community. The standard is 
much higher these days and 
reputable advertisers present the 
public with mental and visual 
stimulus. In fact advertising has 
its own “Lift up your hearts.” 

On the whole, it is a proper 
and necessary thing for a worth- 
while product to be brought to 
notice. With the variety of makes 
of the same basic product it is, 
indeed, a vital necessity to keep 
the particular manufacturer's 
product fresh in the potential 
buyers’ minds, 

To an honest producer, it is his 
honest and unassailable right to 
use his best method of selling his 
goods. 

MIss PHYLLIS PRITCHARD 
Teddington, Middlesex. 


Bosoms and the 


Brains Trust 


Sir.—Although the use of the 
feminine bust in advertising 
referred to in a recent BBC 
Brains Trust has, perhaps not un- 
naturally, been reviewed else- 
where with a certain amount of 
levity, I would suggest that the 
question raised (July 20, page 7) 
provides the material for some 
serious thought. 

_Disregarding any ethical angle 


ii 


To The Editor... 


such as that raised by Dr. 
Bronowski, can one entirely 
escape the impression that the 
indiscriminate tendency to inflate 
the feminine bust carries within 
it the seeds of its own destruc- 
tion? 

With the production of “ bigger 
and better” busts, have we not 
now reached the stage at which 
the abnormal has become the 
standard by which normality is 
to be judged? 

From the desire to accentuate 
what Dr. Bronowski (with his 
mathematician’s precise phrase- 
ology) refers to as the “secondary 
sexual characteristic,” we have 
progressed to the point at which 
females who once would have 
been considered well-developed 
by any standards now fail entirely 
to attract comment, whether 
ribald or otherwise. 

This is now reserved exclu- 
sively for those to whom I will 
refer (without intentional offence) 
as the “Sabrinas of Advertising” 
and, thus, that which was 
designed to captivate now begets 
derision, ribaldry and, possibly, 
embarrassment. 

For reasons which differ from 
those postulated by the learned 
doctor, I nevertheless think that 
he “has something.” Although 
myself a fervent (and quite un- 
ashamed) admirer of any well- 
proportioned bosom, I have never 
regarded it as necessary adjunct 
to the selling of “tea, corn- 
flakes, motorcars or petrol.” 

Lesuie Hart. 
Commercial Art Co., Ltd., 
Bromley. 


‘Invisible ad’ 
theory 


Sir,—I have been intrigued by 
the reports on the “invisible ad” 
idea which has originated in 
America. I believe that this is 
merely another way of appealing 
to the “hunger and thirst” instinct 
and only when the consumer's 
choice is restricted and sales are 
offered almost immediately (as 
in the case of a cinema audience) 
is this “double exposure” tech- 
nique effective. 

I venture to say that an “in- 
visible ad” in connection with 
tea, viewed on TV at the right 
time, would be a huge success 
whether or not the viewers 
stocked the particular brand 
“flashed” to their sub-conscious 
mind. 

G. R. Drury. 

Advertising Manager. 
Aristoc Ltd., 
Nottingham 
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Use the agents 
on the spot 


Sir,—-I read, with interest, 
Henry Deschampsneufs’ article, 
“Planning an Export Advertising 
Campaign,” and while I will not 
quarre! with what he has said, 
there is one important aspect of 
the planning operation he has 
omitted to mention, which makes 
his “Four-Step Guide” (July 6) 
rather like a ladder with the top 
rung missing. 

Nowhere in the article can one 
find any mention of the 
existence of, let alone the service 
rendered to, British export adver- 
tising by the overseas advertising 
agencies of the Commonwealth. 

Being a member of one of 
these agencies which has, for the 
past two years, made a special 
study of the African market in 
East Africa, I am forced to the 
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Direct mail in action—page 49 
NEXT WEEK 


Copytaster gives his “mid-term” 
choice of the “Ad of the Year” 


conclusion that Mr. Deschamps- 
neufs has only his own instinct 
to rely upon, when, in speaking 
of the demand for cheap soap in 
East Africa, he has this to say: 

“You must concentrate there- 
fore on the vernacular press, 
backed up by filmlets shown in 
cinemas largely patronised by 
Africans.” 

I should like to ask Mr. 
Deschampsneufs: Does he know 
which these cinemas are that are 
largely patronised by Africans? 
Does he know how many 
Africans in East Africa attend 
the cinema each week? Of the 
total number of cinemas in 
Kenya, Uganda and Tanganyika, 
does he know how many have a 
predominantly African audience? 
If he does not know, how can 
he possibly justify a filmlet 
appropriation for East Africa to 
his clients? 

Because of the close personal 
contact which many experienced 
executives who staff these over- 
seas agencies, have with Com- 
monwealth markets in which 
Britain has a vital interest, I be- 
lieve that no export campaign 
planned without their co-opera- 
tion can be a complete success. 

J. R. Pirte, 
Assistant manager. 
The East African Advertising 


Contractors Ltd., Nairobi. 
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Fighting talk 


Sir,—Those of my department 
who were not with me at Brigh- 
ton were certain they had been 
found out when they read the 
heading to Olaf Ellefsen’s article 
(“The ‘Hollerith Halfwit,’” July 
20). Having reassured them, may 
I now congratulate Mr. Ellefsen 
on his fighting reply? 

“Hollerith,” as 
knows, is a generic 
punched card machines, and |! 
thought, therefore, that your 
heading referred to an electronic 
computing machine and was 
stressing the fact that only half 
the wit could be supplied by the 
machine, and that the remainder 
would be supplied by the British 
Tabulating Machine Co. Ltd., 
thus making the perfect combina- 
tion. 


everybody 
name for 


A. G. COATEN 
Publicity Manager 
British Tabulating Machine 
Co. Ltd.., 
London, W.1. 


Moved—but not 


retired 


Sin.—It was voiced by the 
chairman at the recent compli- 
mentary luncheon given to Harry 
Hardwick that I also had retired 
(July 20). 

Certainly we have moved to 
Surrey, our home county, but this 
merely means a kindlier and more 
agreeable climate in which to 
operate. 

I hope to be useful in many 
directions for some time. 

F. Joun Roe. 
F. John Roe Ltd., 
London, W.1. 


Drive pays off 
The publicity campaign for 
members launched by the 
People’s League for the Defence 
of Freedom is bringing results 
“far beyond the expectations of 
its organisers,” claims its secre- 
tary, Brian Goddard, 
e §=6Ask for samples 
and prices 
LEWIS KNIGHT 
* & COMPANY 
—— Chingford Mount &d., 
London, E 4 
LARkswood 2241/2 
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Wonsvapalcasc§aisrony hoe 


KenKast Concrete Ltd. build concrete garages to order. 
PROBLEM . Cost is about £70 per unit and sales are entirely 
: dependent on enquiries from their advertisements in 
Manchester newspapers. Could TV help sell this 
expensive considered-purchase product economically? 


KenKast booked three Granada 15-second run-of-the-day 
spots. Tnese appeared on June 6th, 7th and 8th, 
using caption cards and voice-over. 


GRANADA NORTHERN INDEX 
reports: 


Granada 


increases 


Press Enquiries 
by 33:7! 


Normally, the number of follow-ups from KenKast’s 
press advertising is fairly consistent; any increase 
in returns would be readily seen. 

The increase, when it came, surprised even the 
advertisers. A number of enquiries came in soon after 
the TV spots appeared—this without the support of 
any press advertising. 

When KenKast’s normal press advertisements appeared 
the following week, returns were up by a third! 

Further examples of the effectiveness of Granada 
advertising will be published regularly. 


GRANADA TV NETWORE 


Sales and Advertising Department, 149 Regent Street, 
London, W.1. Regent 8080 

Granada House, Water Street, Manchester 3. 

Deansgate 7211 
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Complete the Campaign in colour with POSTER repermon 


BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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£3,132 from union funds for 
Cotton Board’s campaign 


The executive of the cardroom 
workers’ union in Lancashire 
is recommending payment of 
£3,132 in two instalments to- 
wards the Cotton Board's 
£250,000 trade promotion pub- 
licity campaign. 

“This is an unusual way of spend- 


ing union funds, but we are 
fully satisfied it is justified and 
may well save money in the 
long run which would other- 
wise be spent on unemploy- 
ment benefit,” reports 
Alfred Roberts, general secre- 
tary of the union. 


Last-minute reprieve 
for ‘doomed’ papers 


O N Tuesday afternoon the proprietors of the “Shields Even- 

ing News” were preparing the final edition of the 92-year- 
old paper when news was received of a temporary reprieve. 
The Typographical Association, holding out for a 10s. a week 
production bonus, would meet the directors of the Northern 


Press Ltd. to discuss a settlement. 


Last week the Westminster 
Press Group—parent body of 
Northern Press Ltd.—said that 


the Typographical Association 
had demanded extra payment, 
above the nationally-agreed scale, 
for members working on the two- 
year-old Wallsend News, a weekly 
sister paper. 

The statement said the union 
had threatened a strike on the 
Wallsend News, making it impos- 
sible, said the company, to bring 
out the Shields Evening News, 
published in the same office, thus 
bringing to an end both publica- 
tions and closing down the North 
Shields business. 

Last Tuesday's joint statement 
issued by the TA and Northern 
Press Ltd. said: 

“To enable talks between the 
two sides to continue, it has been 
mutually agreed to lift the notices. 
During these talks publication of 
the Shields Evening News and the 
Wallsend News will be as usual.” 


Bengers for NSW 


Benger Laboratories Ltd. and 
Benger’s Food Ltd. have ap- 
pointed Napper, Stinton, Woolley 
Ltd. to handle their account. 
Products include Benger’s Food 
and Benger pharmaceutical pro- 
ducts. NSW will also handle all 


overseas advertising campaigns. 


£250 offer to the 
Aldwych Club 


At the annual general meeting 
of the Aldwych Club it was 
announced that to help the Club 
to meet the loss of £900, rd 
Kemsley and the Hon. Lionel 
Berry, had made a joint offer of 
an annual subscription of £250. 


And through the effort of 
members themselves, by con- 
tributing voluntarily increased 
subscriptions, it was anticipated 
that the expenses of the current 
year could be met, the meeting 
was told. 


Sterdene use 


NEW AGENCY 
FORMED IN 
DUBLIN 


Brindley Advertising Ltd. has 
been registered as a new Dublin 
advertising agency. It has a capi- 
tal of £4,000. Offices are at Lin- 
coln’s Inn Building, Lincoln 
Place, Dublin. 

Object of the company is to 
carry on “all the business of 
advertising and publicity agents 
and publishers of newspapers, 
journals, magazines and books.” 

The directors are Basil Brind- 
ley, advertising agent and pub- 
lisher, Thomas A. Brindley, a 
stock broker, Thomas P. Brind- 
ley, Aidan C. Brindley, and Eric 
J. Brindley, all master printers. 


Grand Prix special 

A 24-page specialised paper 
will be produced in connection 
with the next month’s Ulster 
Grand Prix motor cycle race 
over the Irish circuit at Dundrod. 

Editor is Basil Brindley, author 
of the Jrish Motor Cycling 
racing annual, while the pub- 
lishers are Morton Newspapers 
Ltd., of — 


OTHER NEWS 
HIGHLIGHTS 
@ ‘Condensed’ Hulton 
Survey... . 4 
@ ‘Fling’ protest 
sé 


figures ... 
@ More Copyright 
Bill progress . . . 
@ First join 
tue... p- 10 
Graphic Arts— page 59; 
Mainly Personal — page 61: : 
Current Advertising—page 64. 


£250,000 ‘saved’ 
by ad cuts 


Since cuts in the electrical 
industry’s expenditure on adver- 
tising were first made—they began 
last September—at the request of 
the Chancellor of the Exchequer 
and the Minister of Fuel and 
Power, the industry has saved 
about £250,000, it was revealed 
this week, 

As “no marked improvement” 
in the national economic position 
has taken place, the policy of 
reduced advertising and publicity 
=~ is to be continued. 
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ANOTHER 600,000 IN LONDON ITA AREA 


About 600,000 more people 
will be brought into the London 
area of the Independent Tele- 
vision Authority as a result of 
technical experiments which the 
ITA, in association with Mar- 


coni’s Wireless Telegraph Co., is 
about to undertake to increase the 


power of its Croydon station. 
The increase in power should be- 
come effective towards the end of 
September. “General improve- 
ment” in reception may be ex- 
pected for those living in the area 
as a whole. 
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‘CONDENSED’ HULTON SURVEY THIS 


Pocket-sized edition shows few 
changes in the top ten 


The “Hulton Readership Survey,” which in previous years 
has been a huge book some 18 inches long and more than a 
foot wide, appears this year as a “condensed report” in the 
form of a slender, semi-stiff folder 34 inches wide and 8 inches 
deep that can be slipped easily into a space buyer’s pocket or 


purse. 

The printing dispute, which 
started in February, is given as 
the reason for this. As a result, 
the Survey is limited to one 
month only, January, instead of 
the usual January-March inclu- 
sive. The sample used was also 
smaller. 

In the first table (all men and 
women) for general readership 
(which excludes women’s 
journals), the order of the first 
tive is the same as last year: 
Radio Times, News of the World, 
Sunday Pictorial, People, and 
Daily Mirror. The next five this 
year are: Daily Express, Sunday 
Express, Weekend Reveille, 
Reader's Digest, and Empire 
News & Sunday Chronicle. 
(Last year: Daily Express, Week- 
end Reveille, Sunday Express, 
Readers’ Digest, Sunday  Dis- 
patch.) 

In the 
table, the 


class” 
leads 


“Analysis by 
Radio Times 


Further threat 
to Essex signs 


Essex County Council is now 
proceeding to challenge adver- 
tisements on classified roads 
(other than trunk roads) passing 
through the county, as it has 
completed its review of advertise- 
ments in the Metropolitan 
Green Belt and other areas of 
landscape value. 

Local authorities in the county 
have been asked to prepare re- 
ports on those they wish to chal- 
lenge, but have been advised to 
serve informal notices upon ad- 
vertisers in the first place in cases 
where modifications can be made 
at negligible cost to make them 
satisfactory. 

Business or industrial 
are exempted from 
at present. 


MeCann’s TV man 


in Frankfurt 


Barry Barron, director of tele- 
vision for MecCann-Erickson 
Advertising Ltd. in Britain, flew 
to Frankfurt last Friday to 
address an advisory meeting on 
the coming of commercial trans- 
missions to Bavaria in November. 

McCann's’ Frankfurt, Ham- 
burg, Cologne and Dusseldorf 
offices were represented and com- 
pany policy and client services 


areas 
this review 


were discussed. 

The conference concluded with 
the screening 
duced TV films. 


of McC ann 


pro- 


easily in the AB class (upper and 
middle classes), with a figure of 
72.4 per cent, the Sunday Express 
being second in this class at 43.3 
per cent. 

When it comes to women’s 
readership (including both 
general and women’s publica- 
tions) the top ten are the same 
as last year, but the order is 
somewhat different. This year: 
Radio Times, News of the World, 
Sunday Pictorial, Daily Mirror, 
Woman, People, Woman's Own, 
Daily Express, Sunday Express, 
Weekend Reveille. Last year: 
Radio Times, News of the World, 
Sunday Pictorial, Woman, 
People, Daily Mirror, Woman's 
Own, Daily Express, Weekend 
Reveille, Sunday Express. 


Odd spot 


Odhams executives will doubt- 
less note that though the reader- 
ship of Woman is slightly higher 
than that of People among “all 
women,” the position is reversed 
when the readership is confined 
to “housewives” ! 

Other tables relate to “special 
interest” groups, such as house 
owners, home owners, gas users, 
pipe smokers, etc.; and each 
table contains a “profile’—i.e., 
figures showing the percentage of 
the publication’s readership in 
relation to a particular group or 
special interest. 

Various breakdowns covered 
by the Survey include: sex, class, 


age, regions, special interests, 
heads of households, cosmetic 
users, and pet owners. The total! 


“population’—men and women 
aged 16 and over—is 37 million. 

The Survey gives the Radio 
Times a readership of 18,480,000. 


This pack by Design Group Ltd. 
for Mayfair Products features a full 
colour illustration and the selling 


point of the “real fruit juice.’ The 
panel is in deep viridian green with 
coloured letters and the background 
is in acid yellow The sweet 
wrappers in comple mentary colours 
were designed specially for the pack. 


Cellophane booklets 


The sales promotion depart- 
ment of British Cellophane, 
Ltd., has issued four booklets. 


one of which deals with the vis- 
ible packaging of poultry and the 
other three ways of obtaining 
bigger profits from, respectively, 
poultry, meat, and laundered and 
dry-cleaned articles 

The books, which are illus- 
trated with photographs of goods 
packaged in Cellophane, are 
being sent to the trades con- 
cerned 


‘News’ celebrates 

Yesterday (Thursday) — the 
Evening News was 75 years old. 
Every day this week the paper 
has been carrying “pictorial 
cameos” of 1881. An announce- 
ment on Monday’s front page 
regretted that the paper was 
restricted in size for a while but 
promised: “It will not be many 
weeks before the Evening News 
will be growing in size again. 


An added attraction at the stand of H. Leverton & Co., 
Peterborough Agricultural Show, was the display of the third Test Match 


score on top of a Caterpillar crawler tractor. 
the Challenge Bowl for the most attractive display in the trade 


Ltd., at the 


The stand was awarded 
section. 


Jury 27, 
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‘Bargain’ butter 
proves success 


of TV spots 


What is described as proof that 
a small appropriation used on TV 
advertising can have an immediate 
and marked effect on the sales of 
a single grocery line has resulted 
from a recent test conducted by 
S. C. Peacock Ltd. for their client 
Melias Ltd. who operate a chain 
of over 500 retail food shops 
throughout the country. 

Every week they use the local 
press to advertise a few special 
lines which offer a price advan 
tage to the housewife. Earlier 
this month a large purchase of 
Scandinavian butter was made, 
and it was decided to offer this 
for sale at all branches at 
2s. 1ld. a pound—a low price, 
say §. C. Peacock Ltd.. who 
advised Melias Ltd. to reinforce 
their press advertising in certain 
areas by using TV spots for the 

“bargain.” 

Lancashire test 

It was felt that this was a good 
opportunity to test the impact of 
TV for retailer advertising by 
using a controlled test. For this 
reason TV was used in Lan- 
cashire—a representative area for 
Melias’ outlets. A_ basis for 
statistical comparison would then 
be established between those 
shops which were backed by 
press advertising alone and those 
which were supported by TV as 
well as press. 

Granada TV Network Ltd 
accepted bookings for three 15- 
second spots, two for a Thursday 
evening and one for the following 
night. 

After rapid preparation of the 
spots, transmissions were made 
at 7.59 p.m. and 9.56 p.m. on the 
Thursday and at 9.59 p.m. on the 
Friday. 

Housewives queue 

“The response was remark- 
able,” say S. C. Peacock. “On 
Friday and Saturday queues 
formed at many branches within 
the Lancashire area and terrific 
sales of butter were made ; many 
housewives asked specifically for 
the ‘TV butter.’ 

“Although sales were good at 
those branches supported by press 
advertising alone, the TV shops 
showed a marked lead in sales. 
Analysis of the turnover of the 
different branches also shows 
that the extra people brought into 
the shops in the TV area did not 
confine their buying to the butter. 
A substantial increase in turnover 
at these branches can therefore 
be attributed directly to the three 
15-second spots.” 

The success has encouraged 
Melias Ltd. to use the medium 
more extensively and regularly, 
and has provided the agency with 
some “useful data for future 
reference.” 
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Two Flings, so— 


AGENTS 
PROTEST 
TO AA 


Townend-Smith & Hardy Lid., 
agents for the soft drink, Fling, 
have written to the Advertising 
Association, protesting against 
the fact that Fling has been 
adopted as the brand name for a 
new car shampoo. 

A possible danger to the public 
in the confusion of the two pro- 
ducts is one of the objections 
they put forward 

Leslie Room, director-general 
of the Advertising Association, 
states that the matter is being 
considered by the Association's 
advertisement investigation de- 
partment. 

Commenting to ADVERTISER'S 
Week ty. Hilbert Hardy, manag- 
ing director of Townend-Smith & 
Hardy, Ltd., said: “It is odd that 
the Board of Trade registration 
authorities should allow the use 
of the name, merely because the 
product is in a different category, 
without considering the harmful 
repercussions which this would 
have on the other advertisers and, 
in many cases, on the public.” 

L. J. Last, a director of Hedley. 
Byrne & Co. Lid., agents for 
Fortune (Piccadilly) Ltd.. who 
market Fling car shampoo, said 
they had been assured by the 
Board of Trade that the use of 
the same brand name was per- 
fectly permissible for a product 
of an entirely different category. 

Efforts had been made to find 
an alternative name, but one of 
the difficulties was that many 
suitable names had already been 
registered by other companies, 
not so much with the idea of 
using them, as in order to prevent 
others using them. 
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Sections of the two Fling ads: The 


drink and— 
i/ Oy 9 MIRACLE 
mr) ad “ liquid 
fll 09 CAR SHAMPOO 
OO 44 5° i; 


__ WAXES 43 it WASHES 
oJas 4% 
_ © SHINES as it DRIES 
—the car shampoo. 


Fare at the Fair 


Numerous traditional recipes 
have been collected from almost 
every county in the British Isles 
by area Gas Boards, and the 
cooking of many of these dishes 
will be a feature of the Gas 
Council’s stand at the British 


Food Fair, from August 28 to 
September 15 at Olympia. 


For 34 years five 1922 Daimlers have toured the British Isles in the guise 


of huge bottles of Bass and Worthington on wheels. 
ts of a fibreglass bottle, 33 times the actual size, forming the cab 


con 


Bass's 1956 version 


and body of a vehicle based on an 11 ft. 8 in Seddon Mk. 7P bus chassis. 


Journal supports shopkeepers’ 
‘cash for windows’ demand 


Strong support for the 
National Union of Retail Confec- 
tioners’ decision that manufac- 


turers should be asked to pay re- 
tailers, either in cash or kind, for 
window display space, will be 
given in a leading article in next 
weck’s issue of Retail Confec- 
tioner, the union's official organ, 
which goes to more than 25,000 
retai| sweet shops. 

Some of the arguments which 
the leader will put forward are: 

“The majority of the more in- 
fluential cigarette and tobacco 
companies pay by bonus for the 
display of their goods in the re- 
tailers windows, and there are 
even a large number of producers 
of cosmetics and toilet prepara- 
tions who, by way of bonus, pay 
the hairdressers and the chemists 
for giving their goods adequate 
display in their windows. .. . 
Why should the retail sweetshop 
be different? 

“Retailers accept the elaborate 
display stands and point-of-sale 
publicity material that the manu- 
facturers supply, and in it goes. 

“Often no thought is given to 
the fact that the manufacturer 
realises that the impulse nature 
of the confectionery trade makes 
shop windows and the point of 
sale the most important aspect of 
his advertising campaign . . . the 
manufacturer must have the use 
of them. ... 

“With the passing of the reso- 
lution at the annual conference, 
it has been agreed that the possi- 
bilities of devising some bonus 
display schemes be explored. The 
retailer is really in the position to 
make the manufacturer realise 
that in future he must be pre- 
pared to pay. 

“If the manufacturers are re- 
luctant, and still feel they should 
get their advertising free of 
charge, the retailer must try 
dressing his windows with the 
lines of those manufacturers who 
have a more enlightened outlook. 

“There are, it is certain, a num- 
ber of these who are only wait- 
ing for the opportunity to oust 
the ‘regulars’ from your shop 
windows.” 

See Comment—page 16 


‘TWO FREDS’ 
INCENTIVES 


Some unusual incentives are 
likely to be offered to swell the 
total collection for NABS at this 
vear's “Two Freds” match at 
Hurlingham; on Wednesday, 
September 5. Latest offers: 

Reg Mander (Illustrated): 10s. 6d. 
for every maiden over bowled. 

Ronald Jones: a guinea for every 
run out. 

E. Searle Austin (W. H. Gollings 
& Associates): 1s. for every run 
scored by a bye on the Press and 
Print XI. 

Jack Everett (Empire News): 
2s. 6d. for every 4 and Ss. for every 
6 scored by the Advertisers and 
Agents X 

Two typical examples of the 
helpful co-operation given over 
the years to the organisers of the 
“Two Fred’s” match have been 
reported this week. 

For the seventh successive year 
John Wheeler of Franklyn, Ward 
and Wheeler, printers, of Leices- 
ter, has presented all the admis- 
sion badges which are now being 
distributed. 

Every year since the war B. 
Warsop and Sons Ltd.. have given 
two of their famous cricket bats 
to be auctioned. It has been the 
practice to get one signed by 
whatever visiting team has been 
touring England and it is hoped 
to get the signatures of the 
Australian team at the Oval Test. 


Programme prospects 

John Sime reports: “First 
batch of replies to my appeal are 
generously promising. I am not 
going to stick my neck out this 
week but I can honestly report 
three things (i) some supporters 
have turned their 1955 black 
pages into colour ones ; (ii) other 
supporters have either increased 
their size or given more money 
for the same size and (ili) no re- 
fusals to date.” 

The first list of programme 
supporters will be published next 
week. 


ADVERTISER'S WEEKL) 


‘Brisk’ response 
to M-G-M’s 
contest 


The response of both amateur 
and professional artists to the 
“Teahouse of the August Moon” 
poster contest has been “brisk 
and enthusiastic,” MGM reports. 

The film company is offering 
prizes of £100 and £50 in the 
British Isles qualifying competi- 
tion and 1,000 dollars in the final 
international contest for the best 
poster design. All entries must 
be received by noon on Wednes 
day, August 15. 

Within the first two weeks of 
the announcement of the contest 
hundreds of applications for 
entry forms were received from 
all parts of the British Isles, and 
they continue “at a rising rate.” 
Among those entering are many 
“hobby” artists as well as com 
mercial designers; members of 
the armed forces as well as of art 
schools and societies. 

_ The CinemaScope film is now 
in production. 

Full details and entry forms 
will be sent on application to the 
director of publicity and adver- 
tising, MGM Pictures Ltd. 58, 
St. James’s Street, London, S.W.1. 


This display piece is being used by 
“The Star’ in hotels. The stand is 
approximately 10 in. high, with a 
circular base, and silk-screened in 
two colours on mahogany. On it are 
the words: “Kindly leave your key” 
followed by: “The management will 
be pleased to arrange for residents 


day. Please place your order.” The 
stands were produced for ‘The 
Star” by Merchandising Services 


Ltd. The hotels’ supplies come from 
the nearest retailer. 


Time test 


Six Timex watches will be 
dropped from various heights at 
a Savoy Hotel reception on 
August 17. G. C. B. Brown, sales 
director, Timex, states that this is 
to answer complaints made by 
competitors about shock-resist- 
ance claims in advertisements, 
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LATEST ABC FIGURES 


Rise of 84,000 in a 
year for the ‘Pic’ 


KEMSLEY PAPERS DOING WELL 


The continued advance of the “Sunday Pictorial” is a note- 
worthy feature in the latest batch of ABC figures. At 
5,624,010, it is some 24,000 up on six months ago and more 
than 84,000 above a year ago. 

The Kemsley group has also done well. The Sunday Times, in 
excess of 600,000 for the fourth consecutive half-year, shows an 
increase of over 12,000 for the corresponding figure for 1955. 

The first six-monthly audited figure for the combined Empire News 
& Sunday Chronicle shows an increase of more than half-a-million 
over the corresponding figure for the Empire News in 1955 ; and the 
Empire Chronicle, Manchester, which has the third largest sale among 
provincial evening papers, has risen to 295,729. Kemsley’s regional 
papers—-Sundays, dailies, evenings, and weeklies—have on the whole 
maintained or increased their sales. 


‘Need-for qualitative figures—ISBA 


Welcoming the announcement past been due to the purely quan- 


by Benn Bros. Ltd. that they have 
joined the Audit Bureau of Circu- 
lations, the ISBA News Sheet 
states that it is hoped the date is 
not far off when machinery will 
be set up to provide qualitative, 
as well as quantitative, circula- 
tion figures. 

The News Sheet comments: 

“Reluctance on the part of 
trade and technical publishers to 
support the Bureau has in the 


titative nature of the ABC certi- 
ficate. 

“This is not surprising, because 
mere circulation figures may con- 
vey an entirely wrong impression 
of the journal’s status in the 
trade. 

“That Benn Bros. Ltd. propose 
to supplement audited circulation 
figures by information about the 
readership of their journals is in 
part the answer.’ 


Seated are the three judges for the Guards Trousers window- dressing 

competition (left to right): W. G. Woolmer, editor and director of ‘ ‘The 

Outfitter,’ Andrew Milne, director and general manager of ‘Men's Wear,” 

and L. W. Needham, advertisement director of Express Newspapers Ltd. 

Standing (left to right) are J. H. Avner, sales director of S. Schneiders; 

R. E. Rodick and L. F. Stinton, both directors of Napper, Stinton, 
Woolley Ltd. (‘Men's Wear” photo.) 


‘No smalls limit—bigger papers soon’ 


On Monday the Manchester 
Evening News lifted “all remain- 
ing restrictions on the publica- 
tion of classified advertise- 
ments.” 

“These restrictions were ferced 
upon us by small-sized papers, 
rationed allocations of newsprint 
during and after the war, and by 
the tremendous volume of classi- 
fied ads offered to us,” the News 
recalled. 


“Larger sized issues have now 
been made possible, and we hope 
to produce still bigger papers by 
autumn,” 


Post for Saward 


Hal Saward has been elected 
chairman of the Regent Advertis- 
ing Club sub-committee that will 
help find platforms for speakers 
on advertising. 


Jan.-June, 
1955 


Sunday Times 

Sunday Graphic .. 

Sunday Sun, Newcastle 

Western Mail, Wales ... 

Newcastle Journal 

Sheffield Telegraph ‘ oes 

Press & Journal, Aberdeen ... 

Evening Chronicle, Manchester 

Evening Chronicle, Newcastle 

Star, Sheffield 

Evening Gazette, Middlesbrough 

Evening Express, Aberdeen ... 

Northern Daily Telegraph, Blackburn 

South Wales Echo, Cardiff ... 

Lancashire & Cheshire Weekly New espapers 

Stockport Express 

Macclesfield Times & Courier 

Manchester Weekly Newspapers 

Weekly Journal, Aberdeen ... 

Cardiff & South Wales Times 

Daily Mirror 

The Times. 

Sunday Pictorial 

Daily Record 

Largs & Millport Weekly 
Ayrshire Advertiser 

Stirling Observer series , 

Impartial Reporter, t nniskillen 

Maidenhead Advertiser 

Clare Champion 

Cumberland Evening News 

Chorley Guardian & Leyland Advertiser 

Hinckley Times & Guardian 

North Devon Journal Herald 

Limerick Leader 
Monday and Wednesday editions (each) 
Friday edition 

Munster Express 

Richmond Herald, Barnes” 
Herald and Putney 
Herald . 

Tottenham & Edmonton Herald series 

Liverpool Daily Post 

Wandsworth Borough News & Battersea 
Borough News he 

Liverpool Echo 

Sunderland Echo 

Western Independent, Plymouth 

Northern Daily Mail, West Hartlepool . 

Birmingham News series 

Bury Times series 

Caernarvon Herald series 

Derbyshire Times 

Derbyshire Times series 

Grantham Journal 

Gravesend & Dartford Reporter 

Herts & Essex Observer 

Isle of Wight County Press 

Kentish Express : 
Kentish Express 
Tuesday Express 

Kentish Gazette series ail 

Lincolnshire Standard series 

North Wales & Border Counties group 

Oldham Chronicle series... 

Rugby Advertiser : 
Tuesday edition 
Friday fe 

Somerset County Gaz ette series 

Todmorden News & Advertiser and Hebden 
Bridge Times & Sowerby Bridge Times 

West Herts & Watford Observer ... 

Irish Catholic... 

Methodist Recorder 

Midweek Reveille 

Radio Review 

Weekend Reveille va ; we Pad 

Air Mail ... ; ans ve ee, te 

Angling Times 

Blighty * 

Farming News & : North British Agricul ul- 
turist’ ... 

Ideal Home re 

Melody Maker ... 

Mickey Mouse Weekly 

Poultry Farmer ... 

Scottish Field 

Woman's Life .. 

National New. sagent, Book seller as Stationer 

Daily Herald . 

The People . 

The Sporting Life 


New s& North 


& Mortlake 
& Roehampton 


388,552 
83,890 
37,945 


JULY 


| July- Dec., 


1955 


603,042 
1,209,283 
219,950 
84,252 
136,137 
107,666 
72,331 
289,152 
279,003 
230,331 
116,617 
84,909 
111,216 
169,056 
87,456 
38,036 
17,546 
31,874 
17,497 
21,182 
4,694,042 
217,903 
5,600,642 
347,436 


5,542 


16,678 | 


11,600 
14,737 
16,500 
19.952 
18.455 
13,288 
19,051 


110,261 | 


20,488 
25,501 
12,161 
28,628 


30,561 
8,837 
23,108 
50,900 
109,240 
34,999 


3,293 
20,457 


47,814 | 


A 519. 167 
125,074 
2,940,449 
80,902 
96,445 
207,192 


21,839 


27, 1956 


Jan.-June, 
1956 


618,540 
1,190,146 
217,136 
85,028 
135,582 
106,156 
74,293 
295,729 


80, 867 


15,358 
381,889 
83,848 
36,113 
32,621 
35,274 
53,982 
29,364 
84,785 
110,077 


Other figures : "Empire N News and Sunday | Chronic le, 2,049, 880 “(Empire 


News, Jan.-June 1955): 
Se (Jan.-June 1956). 


Leinster Leader, 
2,901 (year to 31.1.56). 


2,532,540 (ABC figure for December 1955 only); 
12,959 (year to 31.1.55); 
Trout and Salmon, 11,205 (final certificate), 
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17,834 17,541 | 
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20,817 22,193 
25,122 4,649,696 
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Move to apply Copyright Bill protection 


to Luxembourg 


MORE PROGRESS BY HOUSE OF COMMONS 
COMMITTEE 
The Copyright Bill made further progress in the House of 


Commons Committee last week, when the broad principles of 
the new copyrights in television broadcasts were confirmed. 


Every television or sound 
broadcast, made either by the 
BBC or on ITV will enjoy copy- 
right which will belong to the 
broadcasting organisation for 50 
years from the end of the calen- 


Scandinavian 
press men to 
meet here 


This year’s annual general 
meeting of the Swedish A Press— 
and the annual conference 
reviewing the year’s progress— 
will be held in this country. It 
is also expected that members of 
the staffs of the A Press papers in 
Norway and in Denmark will 
attend. 

The delegates’ visit to England 
starts next Thursday. The con- 
ference will begin on Saturday, at 
the Spa Hotel, Buxton, and will 
continue until the following 
Wednesday. The delegates’ visit 
will end on Saturday, August 11. 

Coming to this country will be 
the managing directors and 
advertisement managers from A 
Press dailies throughout Scandi- 
navia, who will number between 
40 and 50. 

On the Tuesday the conference 
will be addressed by Scandi- 
navian speakers on _ Britain. 

On Wednesday the conference 
will be open for a full discussion 
on exports, with Scandinavia 
particularly in mind. It is hoped 
that a speaker from the Incor- 
porated Society of British Adver- 
tisers will be available, and 
representatives of the Advertising 
Association and the Institute of 
Practitioners in Advertising have 
been invited to attend. 

Gordon Wilson, a director of 
Smith’s Advertising Agency Ltd., 
will talk about the problems 
facing the medium-sized agency 
tackling the export question, and 
Oddvar Torp, son of the former 
Norwegian Prime Minister, is 
expected to speak on the pros- 
pects for an economic Scandi- 
navian union. 


Research delay 


The inquiry which the adver- 
tising research committee of the 
Incorporated Society of British 
Advertisers is conducting into the 
problem of poster research has 
been delayed to some extent by 
their temporary preoccupation 
with television research problems, 
states the ISBA News Sheet. 


dar year in which the broadcast 
is made. 

Among the “restricted acts”— 
acts which can only be done by 
the owner of the copyright or 
with that owner’s permissien are: 
making a cinematograph film or 
copy of a television broadcast 
(excepting for private purposes); 
making a sound recording of a 
sound broadcast (excepting, 
again, for private purposes), caus- 
ing a television broadcast to be 
seen by a “paying audience,” and 
re-broadcasting either a television 
or a sound broadcast. 

These restrictions apply if the 
act in question—if done by some- 
one who has not received permis- 
sion—is carried out by the re- 
ception of the broadcast or by 
making use of any record, print, 
negative, tape or other article on 
which the broadcast has been re- 
corded. 


New proposals 


When the Committee came to 
Clause 15, which in the form it 
left the House of Lards, dealt 
with a number of special provi- 
sions relating to broadcasts of 
sound recordings and cinemato- 
graph films, the clause was “nega- 
tived,” that is, not proceeded 
with, in order that at a later stage 
the new proposals of the Govern- 
ment can be debated. 

Anthony Greenwood com- 
mented that when these new pro- 
posals are being discussed, the 
Labour Party would move that 
Radio Luxembourg and other 
commercial radio stations be put 
into the same position as the BBC 
and the ITA. 

In the discussions on the func- 
tions of the Performing Right 
Tribunal, F. P. Bishop pointed 
out that while the Tribunal had 
the power to settle disputes relat- 
ing to “licences” to perform, or 
to show, in public, literary, dra- 
matic, musical works, sound 
broadcasts and television broad- 
casts, there was no similar provi- 
sion in relation to films. 


Effect on TV 


Mr. Bishop pointed out that 
television broadcast companies, 
who make a great deal of use of 
films, might be affected by this 
omission. 

Derek Walker-Smith, Parlia- 
mentary Secretary to the Board 
of Trade, replied that the juris- 
diction of the Tribunal is set up 
where there are “ blanket licens- 
ing systems” which in effect 
create monopoly conditions. 
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At the Royal Agricultural Show, Newcastle, British Railways and British 
Road Services jointly occupied a pavilion painted in silver birch with 


a skirting of Oriental blue. 


Each end had a panel bearing the lion and 


wheel crest as well as a facia bearing in cut-out white letters “British 
i 


Railways” and “Britis 


Road Services.” 


SOLOSIGNS WIN APPEAL IN 
GARAGE AD CASE 


A legal battle over the right to display an advertisement in the 
forecourt of a petrol station, heard at the Essex Quarter Sessions 
Appeal Committee on Thursday of last week, resulted in a decision 


in favour of the contractor concerned, Solosigns Ltd. 


The case 


arose out of the display of a petrol advertisement in the forecourt 
of a garage at Braintree, which was being exhibited by “deemed 
consent” as it was advertising goods sold on the premises. 


The contractors therefore argued 
that no consent of the local 
planning authority was necessary 
and that the advertisement was 
rightfully and legally displayed. 
The authority, on the other hand, 
argued that this was not the type 
of advertisement which came 
within the “deemed consent” 
classes, and served an enforce- 


AA SHOW NEW 
FILM STRIP 


“Advertising from the Inside” 

one of a trio of film strips 
being prepared for the Advertising 
Association—was shown to an 
invited audience this week, at the 
British Council Film Theatre. 

In colour and lasting 32 
minutes, the film strip is specially 
designed to appeal to school 
audiences, It cost £900 to pro- 
duce. The other two films in 
preparation are titled “Advertis- 
ing and the Shopping Basket” and 
“Advertising and the Pay Packet.” 

Apart from their appeal to 
factory groups and women’s 
clubs, these films will be widely 
shown by advertising and pub- 
licity clubs throughout the 
country. The strips are being 
prepared specially for the AA by 
W. S. Crawford. 

“Advertising from the Inside” 
is intended to clear up misunder- 
standing and misrepresentation. 

It contains 62 frames in Koda- 
chrome, and is accompanied by 
a commentary recorded on a 
single LP 33 r.p.m. 10-inch disc. 
The script is by Lindley Abbatt 
and is spoken by Leonard Sachs. 


ment notice on the contractors, 
asking them to take it down. 

The contractors disputed the 
enforcement notice before the 
Freshwell and South Hinckford 
Petty Sessions in April, when 
the magistrates upheld the local 
planning authority. 

Solosigns then appealed to 
Quarter Sessions against the 
magistrates’ decision. 

A. M. Lyons, QC (with whom 
was S. W. Magnus), argued that 
the forecourt, which was part of 
the garage building, was the only 
place where petrol was, or could 
legally be, sold, and the only 
petrol sold there was Regent 
petrol. 

The forecourt itself was a 
“building,” or a part of the build- 
ing, in which the business carried 
on was the sale of petrol. The 
fact that the forecourt had no 
roof did not matter, as a “build- 
ing” was defined in the Control 
of Advertisement Regulations as 
“any structure or erection and 
any part of a building as so de- 
fined.” The forecourt was defin- 
itely a structure. 

The Regulations, in so far as 
this class of advertising was con- 
cerned, stipulated that the adver- 
tisement must be wholly with re- 
ference to the business carried on 
or to the goods sold. 

This particular advertisement 
advertised Regent petrol and 
Regent petrol was the only petrol 
sold in this forecourt; therefore 
it was wholly with reference to 
the activity carried on. 

Counsel for the local planning 
authority contended that the ad- 
vertisement was not displayed on 
“business premises” as defined in 
the Regulations. 
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H. W. Yoxall new 
PPA president 


At the annual general meeting of 
the Periodical Proprietors’ Associa- 
tion, H. W. Yoxall (Condé Nast 
Publications Ltd.) was elected presi- 
dent. He has been a member of the 
PPA council since 1924 and has 
been chairman of the council of the 
general periodical press and a mem- 
ber of the central executive. C. E. 
Wallis, lliffe & Sons, Lid., retiring 
president, was elected vice-president. 

L. J. Browning, Evans Brothers 
Lid.. was unanimously re-elected 
chairman of the council of the 
general periodical press, and Eric J. 
Butler, Grocers’ Gazette Ltd., chair- 
man of the council of the trade and 
technical press. 

Members elected 
executive were: 

Council of the general periodical 
press: Amalgamated Press Ltd., 
H. W. Snoad; Bradbury, Agnew & 
Co., Ltd., P. G. Agnew; Illustrated 
Newspapers Ltd.. W. W. J. Studd; 
Norman Kark Publications Ltd.. 
Major Norman Kark: George 
Newnes Lid., C. 8. Morris; Odhams 
Press Lid.. W. H. Parrack; Evans 
Bros., Ltd., L. J. Browning. 

Council of the trade and technical 
press: Builder Lid. J. B. Perks; 
Engineering Lid.. John A. Dixon; 
lliffe & Sons, Ltd.. F. G. Montfort 
Bebb; Machinery Publishing Co., 
Ltd., L. R. Mason; Morgan Bros. 
(Publishers) Ltd.. C. A. Chadwyck- 
Healey ; William Reed Ltd., 
C. W. Reed; Grocers’ Gazette Ltd., 
Eric J. Butler. 

Vice-presidents : Sir Robert Evans, 
Sir Austin Hudson, H. C. Tingay, 
Alan G. Agnew, Hon. Michael 
Berry, aoe C. Duncan, C. E. Wallis. 

* * 

Four Saat directors have 
been appointed by A. H. Knowles 
Lid., advertising agents, Manchester 
They are Alan Lyth, in charge of 
media and planning, Norman 
Mitton, head of production, J. 
Castle-Clarke, art director, and 
Alan S. Buckley, who leads the 
industrial designing team. 

- * * 


Leslie S. Wittey has been ap- 
Pointed production manager and 
print buyer of John Benington Ltd 
Mr. Wittey was previously produc- 
tion manager and print buyer of 
Grant Advertising and for four 
years headed a production group 
at Foote, Cone and Belding. He 
has also held positions with Dor- 
land Advertising and C & E. 
Layton. 


to the central 


* 7 * 
E. P. L. Pelly, chairman of the 


Film Producers Guild Ltd... has 

announced the appointment of E. 

Allan Crick to the board of direc- 

tors of W. M. Larkins & Co., Ltd., 

an associate company of the Guild 
* * * 


R. S. Falk has been appointed to 
the board of the Provincial Insur- 
ance Co., Ltd. He is already a 
director of two subsidiary com- 
panies, the Monument Insurance 
Co., Ltd., and the United Kingdom 
Fire & Accident Insurance Co. He 
is managing director of Marketing 
Development Co., Ltd., and a direc- 
tor of BETRO (1952) Ltd. 


The Marconi International Marine 
Communication Co. Ltd., has 
created separate publicity and tech- 
nical information departments fol- 
lowing a reorganisation of the pre- 
vious technical information and 
publicity division. W. Maconachie, 
now appointed publicity manager, 
will be responsible for all publicity 
and advertising matters, while L. A. 
Hooper becomes manager, technical 
infermation department, and will 
deal with the production of instruc- 
tion manuals and other technical 
literature. Mr. Hooper has been 
assistant editor of the Marconi 
Marine Co.'s house journal, the 
Marconi Mariner, since its incep- 
tion in 1947. 


* * * 


Leonard Covell, advertisement 
manager of the West Suffolk group 
of newspapers published by the East 
Midland Allied Press (Bury Free 
Press, Suffolk Free Press and New- 
market Journal) for the past 4} 
years, has been appointed advertise- 
ment manager of the East Essex 
Gazette, which also publishes the 
Harwich and Dovercourt Standard. 
Mr. Covell began in advertising with 
the Westminster Provincial Group 
on the Spalding Guardian and 
Boston Guardian and joined EMAP 
when they acquired those papers 
from Westminster. 


BOAC changes 


Gilbert Lee, general sales man- 
ager, BOAC, is_ reorganising his 
department, and is appointing four 
regional sales managers at head 
office in London. Already M. D. 
Morrissey (formerly sales manager, 
UK and Europe) has been appointed 
regional sales manager for the UK 
and Europe and George Boughton 
(previously sales development man- 
ager, USA) for the Americas. The 
remaining positions, for Middle East 
and Africa and for the East, will be 
filled as soon as possible. 

Graham Bell (assistant general 
sales manager) is to become assis- 
tant general sales manager (develop- 
ment), with responsibility for a 
group of head office sections con- 
cerned with passenger, cargo and 
airmail sales. In addition, an inter- 
line superintendent, under Mr. Bell. 
will develop the important interline 
aspect of the Corporation's busi- 
ness. Meanwhile, the advertising 
branch, of which Alec Jones is act- 
ing head, is incorporated in the sales 
team under Mr. Lee. 


Col. 
daughter 


Warden, chairman of Armstrong- Warden Lid., 
hirley, leave for the recent 


H. W. Yoxall 
Atkins joins ‘Pic’ 
board 


H. W. Atkins, director of promo- 
tion and publications with the Daily 
Mirror Group, has been appointed a 
director of the Sunday Pictorial. 
Mr. Atkins joined the group in April 
of last year. Before that he was 
general manager of the Sunday 
Express. 

- - 


Another appointment to the adver- 
tisement department of Hulton Press 
Ltd.'s controlled circulation papers, 
Production Equipment Digest and 
Garage Transport Equipment, is 
Jim Oldfield, who will represent 
these monthlies from their Man- 
chester office. Previously in the 
media department of A. H. Knowles 
Ltd., he was before that supervisor 
in the market research department 
of Pepsi-Cola Co., New York. 

* * ” 


Gavin Mercer has returned to 
Tattersall Advertising Ltd of 
Harrogate, to take up a new 
appointment as _ press_ relations 
executive 

* © o 


P. L. McEvoy, managing director, 
McEvoy's Advertising Service, has 
been elected senior vice-president of 
the Dun Laoghaire Chamber of 
Commerce. 


* * * 


Kenneth McAvoy has _ joined 
Crossley Advertising as production 
manager. For the past four and a 
half years he has been a production 
executive with John Mitchell & 
Partners Ltd. Before that, he held 
positions as production manager 
with First International Agency Lid., 
and Scientific Publicity Lid ; 

Leslie J. Truelove wil! act in 
future as the agency's space buyer. 

* * * 


John Cutler has been promoted to 
manager of the charting and repro- 
duction group of A. C. Nielsen Co., 
Ltd., Oxford. 


his wife and 
“thundery” Royal Garden Party. 


P. L. McEvoy 


Jury 27. 1956 


H. W. Atkins 


T. W. C. Glover, managing director 
of Glovers Advertising Ltd., with 
his 24-year-old twin daughters, 
Shirley Alison and Beryl Mary, at 
the wedding of the former to 
Dennis Hanson-Lowe af Si. Mar) 
Magdalene, Bristol. Until recently. 
the bride worked in Glovers’ 
London office as an account execu- 
tive. All the directors of Glovers 
and its associated companies 
attended the wedding and _ the 
reception at the Grand Spa Hotel. 
Mr. and Mrs. Hanson-Lowe will live 
in London. 
*x * * 

Adrian Berrill, chairman of Cen- 
tral News Agency Litd., South 
African distributors of periodicals, 
books and fancy goods, and chair- 
man of Central Advertising Ltd.. 
arrived in this country by air from 
Johannesburg on Sunday. He was 
accompanied by Mrs. Berrill. They 
will spend two months in Britain. 

- * * 

Smiths’ Advertising Agency Ltd.'s 
export manager, Geoffrey Rose, has 
returned from his European and 
Scandinavian tour. He was away 
for nearly a month investigating on 
behalf of the agency and their 
clients various markets in which the 
agency's clients are interested. He 
also visited Smiths’ affiliate agencies. 

* * * 

Pat Kris left London yesterday 
(Thursday) for a luncheon date in 
Vienna on behalf of her client 
Pittards of Yeovil. She will also 
explore the possibilities and future 
of the fashion world for another 
client, Fashion Pac. 


Other people’s money 


Joun TAMpPutn, of St 
Caerleon, Mon., principal of C. 
Barfoot & Co., incorporated account- 
ants, Newport, and a director of the 
South Wales Argus, left £13,631 15s. 9d 
gross, £13,478 9s. 10d. net value. (Duty 
paid £638.) 

Eric ALFRED ARTHUR 
South View, Letchworth, Herts, formerly 
for many years publicity manager at 
Spirella, Letchworth, Icft £8,024 10s 
gross, £7,944 Ss. lid. net value. (Duty 
paid £399.) 

Joun Miter, of Clifton Road, Dun- 
stable, manager of the lithographic de- 
partment at Waterlow and Sons, Ltd., 
Dunstable, left £548 Ss. 2d. gross, 
£481 17s. 10d. net value 


Dunstans, 
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as advertised to 


13 million readers—including you! 


Which indicates surely—don’t you agree !— 


ads for the PIC are PRIORITY ! 


READERSHIP ; 15,655,000 (1.1.P.A. SURVEY) NET SALE: 5,600,642 (ABC JULY TO DECEMBER 1955) 
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Gordon & Gotch man passes new joint 


exam in one year 


TWELVE CERTIFICATES AWARDED 


Twelve candidates have been awarded the Advertising 
Joint Intermediate Examination Board’s Certificate, examina- 
tions for which were held for the first time this year. 


Successful candidates were 
R. Jordan (Bristol), F. Willbond 
(Leicester), P. Donoghue and 

Minson (Manchester), and 
R. F. Bailey, H. C. Bannerman, 
E. Gaskin, P. Bedwell, A. Pear- 
son, A. Reachill, P. M. B. Reveil- 
lon and G. Webb (all of London). 

Of these twelve, eleven were 
credited with the subjects in the 
divisions of the Advertising 
Association's Diploma whic 


‘Unknown’ artists’ 
work to be 


shown by IPA 


The Institute of Practitioners in 
Advertising, is to hold an artists’ 
exhibition at 44 Belgrave Square 
from October 24 to November 2. 

Purpose is to introduce poten- 
tial new talent into the field of 
advertising art by enabling art 
directors of advertising agencies 
to see examples of the work of 
lesser known or unknown artists 
who have had little or no com- 
mercial experience. 

The exhibitors will be drawn 
from : 

@Art students who have 
secured the Ministry of 
Education National Diploma 
in Design in 1956; 

@ All those individuals wanting 
to enter the advertising art 
field, including practising 
free-lance artists and art- 
instructors provided they 
have not. placed work with 
advertisers and/or advertis- 
ing agencies to a value of 
more than £200 in either of 
the last two years; and 

@ Students over the age of 18 
who have attended full-time 
courses at art schools for at 
least three years. 

Each student and artist may 
submit up to three pictures, which 
need not be commercial in design. 
All works must be mounted and 
of reasonable size. In addition, 
each exhibitor will be entitled to 
display a portfolio of unmounted 
work. 

Sending-in dates will be from 
September 10 to October 8. Entry 
forms can be obtained from the 
director, Institute of Practitioners 
in Advertising. 


NABS meeting 


The annual meeting of NABS 
will be held at the offices of the 
Society, 27 Old Bond Street, 
London, at 2.30 p.m. on Thurs 
day, August 9. The deputy presi- 
dent, the Hon. Max Aitken, wil! 
preside. 


they had already completed, and 
passed in the remainder this year. 


But 35-year-old Ernest Gaskin, 
of South Croydon, achieved a 
spectacular success. He sat for 
and passed all nine subjects— 
and obtained credits in three. 

He began his career with 
Frederick Aldridge Advertising 
Ltd., leaving after three years to 
join the production department 
of Gordon & Gotch Advertising 
Ltd. After seven years with the 
= he is now on the copywriting 
side. 


He studied for the exam at 
home with books borrowed from 
the firm’s library. 


THE EXAMINATION RESULTS IN FULL... 


The following candidates passed in 
Introduction to Advertising and English, 
and in the subject(s) mentioned. 


Birmingham 

Allen, R., Copy; Allister, W., Media 
Reproduction; Astley, : 
Bertram, T., Copy; Media 
English); Dean, R., C 
Design, Reproduction: 
Design; Greenfield, Hinett, B., 
Economics; MacGillivray, B., Meredith, 
H., Copy, Law, Psychology; Powell, 
W., Psychology (credit), Reproduction 
(credit), Media, Design; Redman, 
Copy, Media, Design, Reproduction 
(credit in English). 

Richards, B., Copy, Design, Repro- 
duction; Stoot, C., Copy, Design, Re- 
Production; Summers, z. Psychology 
(credit), Copy, Design, Reproduction; 
Sutton, D., Trotman, L., Copy, Media, 
Design, Reproduction; Woodcock, A., 
Reproduction (credit) Copy, Media. 


Bristol 
Corbett, A., Design, Reproduction: 
Jordan, R., Copy, Law, Media, Design. 
Reproduction; Wellan M., Media, De- 
sign, Reproduction. 


Coventry 
Andrew, E., Psychology, Reproduc 
tion; Head, D., Reproduction (credit), 
Psychology, Media, Design. 


‘ opy; 
(credit in 
edia, 


Dublin 
Miss A. Carter, Murtagh, G 
in English); olan, J., 
(credit), Copy, Law. 


(credit 
Psychology 


Glasgow 
Miss I. Black, Design; Crawford, J.. 
Hunter, T., Kerr, B., Media, Design; 
Mcliwrick, I., Psychology, Design, Re- 
production; Middleton R. (credites in 
Introduction to Advertising and English), 
Economics, Copy, Psychology. 
Patterson, W., Media, Reproduction; 
Paul, R. (credit in English); Wright, D.., 
Reproduction (credit), Media; Young, 
L., Sengupta, N., Copy, Law, Psy- 
chology; Henderson, J. 


Leeds 
Cockroft, D., Drake, H., Psychology; 
udson, K., Stott, C.. Economics; 
Fitzpatrick, C., Design, Reproduction. 


Leicester 
Willbond F., Law, Copy, Media, De- 
sign, Reproduction. 


Liverpool 
Campbell, P. (credit in English): 
Evans, H., Design, Media, Reproduc- 
tion 


Manchester 
Bose, S., Psychology (credit), Law, 
Reprosestion: ties I spon, Cone 
ey, L, Depledge, B., Dixon, F. (credit 
in English); Donoghue, P., Copy, Law, 
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This van was used to publicise the recent exhibition held by the Royal 


Arsenal Co-operative Society Lid., Woolwich. 


The balloon device was 


used on posters and streamers on the society's sites and on public hoardings 
and bill posting sites throughout SE London and North West Kent. An 
estimated total of 165,000 visitors attended the exhibition, the peak being 


Psychology, Media, Design, 
tion; Goodehall, P., Design, Repro- 
duction; Harris, P. (credit in Introduc- 
tion to Economics), Psychology (credit), 
Economics; Hughes, I Copy, Repro- 
duction; Kirk, H., Minson ~ Copy. 
Law, Psychology, Media, Design, Re- 
Production. 

Parkinson, E., Law Psychology, 
Media, Design, Reproduction; Radclyffe, 
A., Economics, Copy: Rawson, R., 
Media, Design; Schofield, R., Stretton, 
J.. Ward, P., Wood, Economics 
(credit), Psychology (credit); Appleby. 
K. (credit in English), Design; McQueen 
F Rutherford, R., Scott, A. 


Reproduc- 


Norwich 
Bristow, G., Psychology, Design, Re- 


Production 


Nottingham 
Cooper, G., Design, Reproduction; 
Toach, R., Townsend, P., Design, Re 
Production 


Sheffield 
Badger, E., Concannon, A., Media, 
Design, Reproduction; Dodd, J. (credit 
in English) 


London 
Economics; Alexander, 
N. S. (credit in English), Reproductior 
(credit), Media, Design; Allom, D. 
Reproduction (credit), Design; Annereau 
» & Media, Economics; McMillan- 
Arnou. M. (credit in Introduction te 
Advertising), Copy, Law; Ashton, W 
(credit in Introduction to Advertising). 
esign (credit), Copy. Media, Repro- 
ducion; Ashworth, M. S. (credit in 
Introduction to Advertising), Law, 
Psychology 
Atkins, F. C., Psychology (credit), 
Copy, Media; Atkins, M. A. (credit in 
Introduction to Advertising), Economics, 
Media: Bailey, Copy, Law, 
Design, Reproduction; Bailey, 
Media; Bailey, L. W. (credit in 
English). Economics (credit), Law; 
Balen. P. A., Psychology: Bannerman, 
H. C., Copy, Law, Media, Design 
(credit), Reproduction; Barnes, G., 
Copy (credit), Design (credit), Media; 
Basu, A. K. (credit in Introduction to 
Advertising), Copy, Law, Psychology. 
Bedwell, P., Copy, Law, Media, De- 
sign, Reproduction: Bell, Media: 
Miss P. Bennett, Design; Berry, » 
Economics, Media: i 
Blackburn, I.; Blanch, 
English); Bradbrook, L.. 
don, R.. Copy, Law. Media. 
Briggs, J., (credit in English), , 
Design Reproduction (credit); Brittain, 
. Economics: Brooke. A., Reproduc- 
tion: Brooke, P., Media, Reproduction; 
Buchanan, A., Psychology (credit): Miss 
A. Burke (credits in English and Intro- 
duction to Advertising), Media; Butt, P., 
Copy, Law, Media, Reproduction 


Ablett, I 
N 


Design 


50,000 on the final day. 


Cadman, C. J.; Reproduction 
ler, A., Psychology; Chaudhuri 
Church, P., Copy, Media, Design, Re- 
production; Clarke A., Psychology; 
Clarke, W., Copy, Psychology, Design, 
Reproduction; Miss T. Colley, Collier, 
M., Design, Reproduction; Collins, R., 
Media; Cook, P., Cooper A. (credit in 
English) 

Copping, J., Copy, Law; Cox, S., 
Psychology (credit), Design (credit), Re 
production (credit); Crockford, M., 
Croft, R., Reproduction (credit), Copy. 
Law, Media, Design; Miss S. Dale, 
Reproduction; Deneby, T. (credit in 
Introduction to Advertising), Reproduc- 
tion (credit), Copy, Media; Dickinson, 
J. (credit in Introduction to Adver- 
tising), Reproduction (credit), Psy 
chology 

Dixon, M., Psychology; Douet, C., 
Design; Downes, J., Copy, Law, De- 
sign, Reproduction; Dunne, J. (credit 
in English), Economics (credit), Psy- 
chology (credit); Dutt, S.. Psychology; 
Elliott, D., Copy; Ellis, D., Ellis, R., 
Economics, Psychology: Everett, P., 
Economics; Farbey A., Economics; Fer- 
guson, D., Psychology, Design, Repro- 
duction 

Ferrier, M., Economics; Finding, A. 
(credit in English), Media; Miss V. 
Fisher, Copy; Fitch, G., Copy; Floate, 
R. (credit in English), Reproduction 
(credit); Flynn, Economics, Psy- 
chology, Reproduction (credit); Fore- 
shaw. G., Economics, Psychology; 
Frank, L., Psychology (credit), Design. 
Reproduction; Frankham, Eco- 
nomics; Frankis, J.. Economics, Copy, 
Law, Design, Reproduction; Franks A. 
(credit in Introduction to Advertising), 
Reproduction; Frier, K., Gale, 
Economics; Miss G. Garwood, Repro 
duction; Gaskin, E. (credit in English), 
Copy (credit), Reproduction (credit), 
Economics, Law, Psychology, Media, 
Design 

Gedye, M., Copy (credit), Law, Re- 
production; Gibbes, A., Economics, Psy 
chology (credit); James, G., Psychology 
(credit), Copy, Law, Design, Repro- 
duction; Gordon, P. (credits in English 
and Introduction to Advertising), Eco- 
nomics, Design: Miss N. Grace, Media: 
Grellier, A., Psychology (credit), Media 

Green, O., Law, Design, Reproduc- 
tion; Miss M. Griffin (credit in Intro- 
duction to Advertising), Copy: Growse, 
J., Economics, Reproduction; Gullick, 
J.. Psychology, Reproduction; Harris, 

(J.B. Lo. 114) (credit in English). 

. Reproduction; Harris, R. (J.B 

115), Reproduction (credit), Psy- 
chology, Design; Hart, P.. Economics, 
Psychology: Haydon, W., Reproduction. 

Hearn, K., Hookes, R., Copy, Design, 
Reproduction; Holman, A., Economics, 
Psychology; Hosking, R. (credit in 
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oe 


Robert Sharp’s 


The unquiet Agency. Explosive ideas controlled (or 


almost so) by cold intelligence. 

Robert Sharp’s have come a long way in the last two years 
on this love-and-marriage of creative genius and critical 
acumen, To the advertiser the advantages are that—though 


he never knows exactly what to expect next — he does 


know it will be unusual, enthusiastic, well thought-out 
and splendidly executed, 

Robert Sharp’s are necessarily young. The average age of 
the board is still under forty. Their success has depended on 
the success of their clients. If you would like to know 


more, please write to us or telephone. 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel. AMBassador 1471-2-3-4-5 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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ADVERTISER'S WEEKLY 


A-R TO CHAN GE 
PEAK TIMINGS 


New autumn programme schedule 


Theme of the August issue of 
“Vogue” is the Autumn 1956 
beauty, with the “beauty of a rose.” 
Rose red, ‘Vogue's’ colour choice 
for autumn, is featured in an eight- 
page full-colour section of fashions, 
accessories, leathers, fabrics and 
cosmetics. “‘Vogue’s’’ cover picture 
(above) is of a dress and jacket in 
two shades of rose red tweed. More 
than 150 stores in London and the 
provinces are taking part in the 
colour promotion and will be giving 
. window displays. 


JHP join the 
Audit Bureau 


Benn Brothers Ltd. are among 
the latest official list of new mem- 
bers of the Audit Bureau of Cir- 
culations. The list is: 

Advertisers: E. Gomme Ltd., 
I. B. Kleinert Rubber Co. 

Advertising agent: John Hob- 
son & Partners, Ltd. 

Publications: Achievement, 
Latin-American World, Modern 
Medicine of Great Britain, 
Woman's Sunday Mirror, Cater- 
ing Management, Hotel and 
Restaurant Management, Irish 
Press, Sunday Press, Evening 
Press. Benn Brothers Ltd. pub- 
lications: British Trade Journal 
and Export World, Cabinet 
Maker, Chemical Age, Commer- 
cial Grower, Electrical Journal, 
Fire Protection Review, Gas 
World, Hardware Trade Journal, 
Ice Cream Industry, Indent 
Gazette, Industria Britanica, 
Leather Trade Review, Nursery 
World, Timber Trades Journal. 


John McMillan, Associated- 
Rediffusion’s controller of pro- 
grammes, told the press last week 
he was convinced that the higher 
quality of A-R’s autumn pro- 
grammes would attract more ad- 
vertisers to buy time. 

The autumn schedule, from 
September 17 to December 28, 
showed that there would be 18 
series of programmes that were 
new to London. Of these, 13 had 
been originated by A-R, three 
would be networked by Granada 
and two by Associated Tele- 
Vision. 

In addition to two advertising 
magazines—“Mr. Marvel” at 
10.30-10.45 p.m. on Wednesdays, 
and a new magazine, as yet un- 
titled, at 7.15-7.30 p.m. on Thurs- 
days—a few more magazines 
would be screened around Christ- 
mas time, he said. “Mail Call” 
had been dropped. 

About 17 per cent of the pro- 
grammes would be of foreign 
origin; 14 hours of live pro- 
grammes would be networked 


Differences resolved 


It was stated that those pro- 
grammes with the highest viewer 
popularity would be shown be- 
tween 7.30 p.m. and 9.30 p.m 
The possibility of increasing the 
length of the news at 7 p.m. was 
now under discussion. 

The “differences” between A-R 
and ATV had now been resolved, 
Mr. MeMillan said. 

John H. Clark, television ad- 
vertisement manager, has an- 
nounced that, as it is expected 
that peak ratings will be reached 
by 7.30 p.m., it is planned to 
bring forward the two hours ten 
minutes of the AAA segment, at 
present 7.55 p.m.-10.05 p.m., to 
run from 7.25 p.m.-9.35 p.m 
The existing AA segment will be 
moved from 7.25 p.m.-7.55 p.m. 
to 9.35 p.m.-10.05 p.m. _ This 
means, in effect, that there will 
be an AA segment of one hour’s 
duration from 9.35 p.m. to 
10.35 p.m. 


Juty 27, 1956 


A party was given at Willing’s Press Service Ltd.—their agents 


—by Chas. 


Mackinlay & Co., Ltd., distillers, blenders and exporters of Scotch whisky, to 
introduce to the trade a series of filmlets which they are to use in the export 


market. 


The filmlets were produced by Pearl & Dean Ltd., 
with Willing’s, and may be adapted for use in this country ‘later. 


in conjunction 
Together 


in this group are James Thomson (centre) and his son James C. Thomson 


(left), both Mackinlay directors, 


with 


W. G. D. Softly, 


a director of 


Willing’s Press Service. 


BIRMINGHAM MEETING TOLD OF— 


‘Enthusiasm’ of the small agency, 
advertiser for commercial TV 


Early expectations on the part 
of the TV programme contrac- 
tors, that commercial TV time 
would be bought in one-minute 
units by national advertisers deal- 
ing through the biggest London 
advertising agencies, had been 
proved wrong, Philip Dorté, Mid- 
land controller of Associated 
TeleVision Ltd., told a luncheon 
meeting of the Birmingham Pub- 
licity Association. 

Dealing at length with TV ad- 
vertising and its impact on the 

Birmingham papers’ 
new garage 

A new garage equipped to 
handle one of the largest fleets 
of private vehicles in the Mid- 
lands has been built to house the 
transport section of the Birm- 
ingham Gazette and Despatch 
Ltd.—which publishes the Birm- 
ingham Gazette, Evening Des- 
patch, Sunday Mercury, Sporting 
Buff and Sports Argus. 

Some two million papers are 
despatched each week and the 
new accommodation has special 

and “out” doorways to 
facilitate the traffic flow. 


Belgian agency buys Pik-Paks rights 


Gayplay Ltd., the proprietors 
of the branded goods shopping 
game Pik-Paks, have granted the 


manufacturing and marketing 
rights in Belgium and Luxem- 
burg to the leading advertising 
agency, Publicité Vanypeco, of 
Brussels. 


Look out for results wnen 


| Striman Spstol SUbiielly 


as direct as direct mail can be 


Publicité Vanypeco will retain 
the name Pik-Paks, but will 
amend the design and obtain par- 
ticipating advertisers suitable for 
the Belgian market. 

Initial production in Belgium 
is expected to be 10,000 games. 


public, he said that the fallacy 
had been proved, particularly 
where the Midlands was con- 
cerned, for there was a consider- 
able market through the Mid- 
lands’ advertising agencies, who 
had shown great enthusiasm for 
TV advertising. 


Even greater enthusiasm had 
come from smaller advertisers 
who did not use agencies. 


“ATV Midlands’ sales staff is 
being increased in the immediate 
future in order to contact these 
advertisers direct and sell them 
five- and ten-second spots,” said 
Mr. Dorté. 


The “Midland Market Place” 
programme, he added, was now 
being developed specifically to 
handle a series of ten-second film 
spots for smaller advertisers. 
Big stores were now beginning to 
take short spots to advertise sales, 
garages to move appreciable 
stocks of unsold cars, and so on. 


He emphasised that at the same 
time it was “really essential” that 
the TV advertiser should not use 
TV unless the product advertised 
was actually on sale in the shops. 


Top spots 


During the week ended July 8, 
report Granada TV Network 
Ltd., peak figure in audiences in 
the Manchester area was 61 per 
cent of all homes capable of re- 
ceiving ITA programmes. Fif- 
teen different advertisers had 
spots transmitted by Granada at 
these peak times. 


you 


10 Portman Mews South, W.1 (MAYfair 6867) 
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but theres NO cloment of chance with the 


MUNICIPAL JOURNAL 


COMPLETE & CERTAIN COVERAGE OF THE 


£1,700,000,000 


LOCAL GOVERNMENT MARKET 
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ADVERTISER'S WEEKLY 
HEIGHWAY’S 


NEW C.-C 
JOURNAL 


A new controlled circulation 
journal, “Packaged Food Sel- 
ling,” is to be brought out in 
January by Arthur J. Heighway 
Publications, Ltd. It will cover 
all known retailers—except fish- 
mongers—who are potential out- 
lets for packaged and quick- 
frozen foods. 

Grocers, greengrocers, butchers 
and self-service stores will there- 
fore, say the publishers, be on 
the circulation list. Fishmongers 
are excepted as Arthur J. Heigh- 
way Publications also publish the 
controlled-circulation Fish Sell- 
ing. 

Circulation of the new journal 
will be on a controlled regional 
basis of approximately 10,000 
copies a month, selected in rota- 
tion by the publishers from a list 
of 170,000 firms. The breakdown 
for the first 17 months, reaching 
all the outlets on the list has 
already been made. 

Subscriptions will also be 
sought from all recipients of the 


paper, ; ! 

Editorial will be aimed at giv- 
ing practical advice on increasing 
turnover of package and quick- 
frozen foods and the equipment 
needed to sell the products. 

Format will be the “house” 
style of a 12- or 16-page news- 
paper, 15 inches by 124 inches, 
with a type area of 134 inches by 
104 inches. ABC membership 
will be applied for. 

The editor of Packaged Food 
Selling will be Arthur J. Heigh- 
way, with Edgar M. Leigh as 
group business director and F. R. 
Purssell group advertisement 
manager. 


J. Lyons & Co., Ltd.'s new Seven Stars restaurant in Coventry Street, W.1, 


was opened last week with a party for seven stars. 
are seen above with members of Lyons’ 
(British Empire amateur 


right: Nicky Gargano 


Some of the stars 
Left to 
boxing 


publicity department. 
welterweight 


champion), Jack Richards (Lyons’ deputy head of advertising and publicity), 
Ilona Adams (star of the Folies Bergére at the Prince of Wales), Colin 


Mann (Lyons’ head of advertising and publicity), L. 
press officer), Anne Crawford (of films and TV), 
publicity department) and Shirley Bassey (singing star from the 


W. Burrell (Lyons’ 
David Hicks (Lyons’ 
Adelphi 


Theatre). 


‘TIME TO PREPARE FACTS’ 
FOR LOCAL PRESS DRIVE 


Commenting on the Newspaper Society’s approved plans to extend 
the Society’s promotion of the provincial press as an advertising 
medium, “Talking Points,” the monthly bulletin of the Society, says 
that it is now time to “go forward with the assembly of all the facts 


and figures” 

It continues: “There is to be 
a continuing evaluation of the 
particular characteristics of local 
newspaper advertising. 

“From this there will develop 
a greatly extended service of in- 
formation for advertisers and 
agents. The task will be to show, 
by the most modern methods, 
that local newspapers can effec- 
tively and economically play a 
bigger part in many campaigns. 

“This will require the detailed 
preparation not only of general 
arguments but also of particular 
arguments for separate adver- 
tisers or groups of advertisers. 

“In every case the object will 
be to to prepare | the ground, and to 


New transportation ad directory 


A loose-leaf Public Service 
Vehicle Advertising Directory has 
been produced by the Public 
Service Vehicle Advertising Com- 
mittee and is being sent to adver- 
tising agencies, particularly those 
especially interested in trans- 
portation. 

It contains particulars of 
London Transport, municipal, 
and company undertakings 
operating more than 20 vehicles, 
whose advertisement space is con- 
trolled by members of the Com 
mittee. The members are: the 
BET Federation, British Trans- 
port Commission, J. W. Courtenay 
Ltd., Griffiths and Millington 
Ltd., Frank Mason & Co. Ltd., 
and W. H. Smith & Son Ltd. 

Each transportation undertak- 
ing is shown in alphabetical 
order on a separate sheet, which 


DISPLAYS -PELMETS- 


gives particulars of fleet strength, 
towns served, route mileage, 
vehicle mileage, passengers 
carried, and details of advertise- 
ment space. Indexes and other 
information are also included. 
The directory will be kept up to 
date by the issue from time to 
time of amending sheets. 

Some 2,500 copies of a semi- 
humorous brochure are being 
sent to advertisers, advocating 
the advantages of transportation 
advertising and mentioning that 
the directory has been sent to 
advertising agents. 

The directory was introduced at 
a reception to agents and others 
on Wednesday evening. The 
honorary secretary of the Com- 
mittee is J. Edward Haile, manag- 
ing director of Frank Mason & 
Co. Ltd. 


DRESSINGS ‘SALES AIDS 


MARKSMAN 


SSTABLISHED 13. 


ERNEST MARKS PUBLICITY LTD. 


DEPOTS 


IN ALL DISTRICTS 


which vill be needed in the drive. 


make it more favourable, for the 
selling efforts of each newspaper. 
Very few newspapers can success- 
fully press their own claims in 
the face of policy decisions which 
do not allow for the inclusion of 
local newspapers in a campaign. 
Nor, on their own, can they do 
much to influence those decisions. 


One big voice 


“The need is for one voice, 
speaking with authority and proof 
on behalf of the medium as a 
whole. 

“It is planned to develop also 
the promotion services which are 
directly available to member- 
newspapers. The first move in 
this direction will be the produc- 
tion of Talking Points in an ex- 
panded and more serviceable 
form. It is hoped to provide 
more news of advertising oppor- 
tunities, more ideas for business 
building. 

“These plans will be shaped 
into realities with all practicable 
speed. They will provide growing 
opportunities from which every 
member will be able to profit.” 


Design congress 


A 1956 International Congress 

the theme for which will be 
“The Management of Design” 
is being organised by the Council 
of Industrial Design to be held in 
the Victoria and Albert Museum 
and the Royal College of Art, 
South Kensington, on September 
12 and 13. 


DISTRIBUTION AND 


Jury 27, 


Club News 


London 
More officers 
elected 


At a council meeting of the 
Publicity Club of London last week 
the following officers were elected 
for 1956-57: chairman, General 
Purposes Committee, Martin Pick ; 
chairman, Programme Committee, 
S. H. Vincent; chairman, Finance 
Committee, $. T. Holmes; chair- 
man, Social Committee, Reg. 
Fielder; chairman, Membership 
Committee, Iain Lyon; chairman, 
Reception Committee, F. W. 
Pemberton; chairman, House Com- 
mittee, Alan Betts; Public Speaking, 
John Hewson; “Little Journeys,” 
Reg Levi; monthly club report, 
Tony Wilson; cups and competi- 
tions, J. Hunter Fairley; honorary 
typographer, W. Harold Butler; 
Fellowship Circle, Fred Harding; 
education, Alan Edney; chairman 
“PR for Advertising” committee, 
J. H. A. Cocks; CDC Delegates, 
W. R. Balch and Martin Pick; 
NABS steward, Leon Goodman; 
international contacts, Horace 
Martin; and press officer, Vera E. 
Thorne. 


Newcastle 


ADVERTISING ANTICS 


At the July luncheon meeting of 
Newcastle Publicity Club, O. W. 
Mitchell, headmaster of the Royal 
Grammar School, Newcastle, spoke 
on “The antics of advertising.” 

Mr. Mitchell contrasted the adver- 
tising business with the Civil 
Service. He said advertising experts 
should make a serious suggestion to 
the Government that “we can 
manage publicity for you so much 
better than you are doing it.” 


1956 


Regent 
Personality Night 
‘biggest yet 
Showpeople and sports stars will 
be among the guests at the Regent 
Advertising Club’s biggest Per- 
sonality Night so far at the club's 


premises in Chesterfield Street 
tonight (Friday): 


Golf 


‘Evening Standard’ 
circle meeting 


The Evening Standard golf circle 
held a meeting at Laleham-on- 
Thames golf club. There were 20 
players. Results: Medal round for 
the Wardell challenge cup—W. L. 
Mayston: runners-up, Peter Goodall 
and W. Wilson Tagg, a tie. Green- 
somes for the Harman Cup—kK. 
Shemeld and Miss French. The 
prizes were presented by Charles J. 
Lawrence, general manager, Evening 
Standard. 


INSTALLATION 


SERVICE 


RUSHOLME 1971°@ 


HEAD OFFICE 
AND FACTORY 


MANCHESTER 13 
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FARNBOROUGH 
AIR DISPLAY NUMBERS 


Aug. 31 BRITISH AIRCRAFT INDUSTRY NUMBER 


Press Date ordinary advertisements, August 13 


Sept. 7 FIRST S.B.A.C. SHOW REPORT 


Press Date ordinary advertisements, August 20 


Sept.14. SECOND S.B.A.C. SHOW REPORT 
Press Date ordinary advertisements, August 27 


TEMPLE PRESS LIMITED, Bowling Green Lane, London, E.C.1. TERMINUS 3636 2-3039 LONDON TELEX 
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ADVERTISER'S WEEKLY 


SOWWEL YT 


EDUCATE THE 
RETAILER 


Relations between big national 
advertisers and retailers are not 
as good as they should be. 

There are two bones of conten- 
tion : 

@ The growth of gift offers by 
manufacturers of a_ wide 
range of highly competitive 
products. 

@ Suggestions by an increasing 
number of retailers that 
window displays should be 
paid for. 

The arguments for and against 
each practice are strong. But 
the real basis of the rumpuses 
which are brewing is lack of 
understanding of the market- 
ing operation. 


Dogmatic attitudes 


The retailer does not always 
appreciate the advantages he 
gains from a tie-up display 
backed by full-scale national 
advertising. 

The manufacturer too often 
adopts the attitude that if he 
creates a big enough demand 
for his product the retailer will 
have to toe the line. 

These dogmatic attitudes inevit- 
ably lead to antagonisms which 
result in calls such as that 
made by the “Retail Confec- 
tioner” to 25,000 retail sweet- 
shops to insist on payment for 
point-of-sale displays. 

If they persist the outcome can 
only be a lessening of efficiency 
in distribution and loss of sales. 


Heal the breach 


The initiative must be taken by 
the advertiser to repair the 
breach growing between him 
and the retailer. 

There are three media which can 
be used to tell the retailer how 
the various aspects of a compre- 
hensive advertising campaign 
help him: the trade press, 
direct mail and public rela- 
tions. 

The goodwill of the retailer is 
essential to successful selling. 
He is entitled to a full explana- 
tion of the purpose of a market- 
ing scheme. 

And the best service can be 
obtained from an advertising 
agent only when he is given 
full information on distribution 
plans—something he is too fre- 
quently denied. 


‘The switch to hard selling: 


TALKING POINTS 


grouped ads go? 


HEN newsprint was 
severely rationed and 
advertisers queued to beg large 
spaces, the national newspapers 
protested strongly about the 
advantages enjoyed by the less 
restricted magazines. 


Now the newspapers are too 
busy trying to sell their space to 
worry about anyone else. And 
the magazines have their own, 
mounting problems. 


The biggest women’s magazines 
are still sitting pretty for the rest 
of this year—though there are 
signs that some of them will have 
to sell hard in 1957—but some 
of the others are having to fight 
as hard for ad inches as they are 
to hold their circulations. 

And they will have to fight 
even harder if the views of Frank 
Hall, managing director of Rizla, 
are typical of those of many 
advertisers. 

Announcing Rizla’s first-ever 
use of screen advertising, Mr. 
Hall said this week: 


“We are also switching to 
lacal papers in place of some 
of the larger national media. 1 
feel some of the big magazines 
ure just a waste of money. 
They cram all the advertising 
at the start and end and no- 
body ever reads it, as 1 know 
from my own experience.” 


Mr. Hall’s sweeping statement 
that nobody reads ads grouped 
together would certainly not be 
subscribed to by some advertisers 
who have had remarkable re- 
sults from magazine advertising— 
especially with the use of colour. 


It does revive one very old 
talking point, however—should 
all ads be next to matter? 


OFF THE CUFF 


ID you see John Cuffs 

article “How to Advertise 
Yourself” in the Daily Express 
on Saturday. Managing director 
of Lambe & Robinson, he was 
introduced as “one of Britain's 
toughest ad men.” 


In the course of advising young 
men on how to build up their 
personalities, get big jobs and 
hold them, Mr. Cuff worked in a 
nice compliment to advertising. 


“I recommend the ambitious 
youngster to stick to integrity. 
It's your greatest asset. 


“I know, because advertising, 


“No, No—! want this 
brand.” 


for all the sneers, is an industry 


founded on trust.” 

It was intelligent of the 
Express to set that sentence in 
bold, underscored. 


WRITE FOR... 


TALKING point from 

Talking Points, a sheet dis- 
tributed to its members by the 
Newspaper Society: 


“Advertisers can so easily 


waste their money and their 
efforts. .. . 
“An example of this is the 


phrase ‘Write for address of near- 
est stockist.’ What a barrier this 
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Will 


places between the reader's desire 
to buy and his ability to do so. 
Such advertisements offer, not a 
specific call to buy, but the frus- 
trations of correspondence, delay 
and probably an expensive bus 
fare at the end of it. One would 
expect that few advertisements 
would generate the sustained en- 
thusiasm which is needed if a 
sale is to be made. 

“Surely in cases where stockists 
are relatively few, or scattered, 
local advertising is the only effec- 
tive medium to use, as well as the 
cheapest. It can list the stockists 
in each area and direct the buyers 
to them. Only in this way does 
the action of buying follow dir- 
ectly from the persuasion of ad- 
vertising. And that, surely, is the 
objective which the media plan- 
ners should have before them 
from the start.” 


CONTROLLED 
CIRCULATION 


HEY’RE telling this 
in the coolest places: 
Once upon a time there was 

a manager of a circulation de- 
partment of a mass circulation 
magazine. One week, wishing 
to test the efficiency of their 
dispatch system, he inserted his 
own name and address in the 
automatic addressing machine 
to see how quickly the maga- 
zine was delivered to subscri- 
bers. Unfortunately, that day 
the machine broke down and 
jammed. The result was that 
the following morning he woke 
up to find 10,000 copies of his 
own journal waiting for him 
on his doorstep. 

Well, it is the silly season! 


story 


TOMORROW'S TOPICS 


@®A resolution at the Labour 
Party Conference in October 
will call for a declaration that 
the next Labour Government 
will “strengthen the Press 
Council by the inclusion of 
consumer members to make it 
effective in dealing 
abuses.” 

@ The Conference will also be 
asked to call for “much greater 
improvement” in the political 
and industrial content of the 
Daily Herald and the elimina- 
tion of “cheesecake and for- 
tune-teller’s chitchat.” 

@® A new sewing machine coming 
onto the market soon will be 
introduced with heavy advertis- 
ing and public relations cam- 
paigns. 

® Retail outlets for frozen fruit 


—= 


and vegetables are to be ex- 
tended following a 334 per cent 
increase in production. And 
record advertising is planned 
to boost sales. 

®@ Several big manufacturers are 
planning public relations adver- 
tising in the consumer press to 
explain the problems of indus- 
try as automation develops. 

@A London advertising agency 
is to set up a special depart- 
ment to advise its clients on 
labour problems. 

® Foreign air-lines are to launch 
heavy advertising in the autumn 
to compete with BOAC’s new 
scheme to capture more of the 
off-peak season tourist travel. 
A big autumn battle is ex- 
pected. 


ROUND TABLE 
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Copies. per issue 


An increase of 15,498 copies per 
issue over July-December, 1955 


One of the World's Great Newspapers ~ 


on - . ie 7 aay ge 
J ea 

: Juty 27, 1956 OO —C“C:isSCSCSCSC‘i‘éA 
y . | 
A > é ‘ 

; 

“ : 

. 

a ee 
oy | 

= | 

mee ; 

. , ; 

os : 
“ * 

ihe F 
a 

z 

i, 

i} | 

Ps: 

% 

re | 
A ee ee a = se le ——— ee = [aE Es ae 
“3 . tele - ele ae . ee : ‘en Ae 7 a: a 
KH | ee oe ~ oe eee  —_ a 7 “2 nm By «* 


ADVERTISER'S WEEKLY 


‘Copies per issue 


with a new record for June of 1,231,697 


7 Copies per issue i 
The North-East’s own Sunday newspaper 
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EMPIRE NEWS 
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Copies per issue 


The faste:t-growing Sunday newspaper in 
its field...the biggest and most successiul 
amalgama:ion in Sunday newspaper history 
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1.300000 KEMSLEY EVENING PAPERS — ae — 


“EVENING CHRONICLE 295 729 


Newcastle 


EVENING CHRONICLE 275,169 


Sheffield 


THE STAR 229,453 


Cardiff 


SOUTH WALES ECHO 165,604 


Middlesbrough 


EVENING GAZETTE 116,474 


Blackbur 


NORTHERN DAILY 
TELEGRAPH 112,167 


EVENING EXPRESS 84.311 


400 000 KEMSLEY MORNING PAPERS SOLD EVERY DAY 
The North East 


NEWCASTLE JOURNAL 135,582 


Yorkshire 


SHEFFIELD TELEGRAPH 106,156 


Wales 


WESTERN MAIL 85,028 


North of Scotland 


THE PRESS AND JOURNAL 74,293 


16. 000,000 KEMSLEY DAILY, SUNDAY & WEEKLY PAPERS SOLD EVERY WEEK 
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ADVERTISING CASE HISTORY—94 


All the promotional stops were pulled out— 
including the composing of a song— 
when it was decided to run 


A campaign to bring 
home the bacon 


HE promotion of a non- 
branded product of familiar 
appeal looks like a matter of 
straightforward advertising. 
However, in their handling of 
the bacon account, Erwin 
Wasey have managed to instil 
into their campaign an element 
of elasticity and excitement by 
a marketing plan that has made 
use of every element of adver- 
tising and publicity available. 

In addition to a comprehensive 
use of such media as the press, 
magazines and print, they have 
made no less than four films; a 
15 - second filmlet, “Bacon,” 
a two-minute studio canteen 
story, “Delicious,” and one each 
of the “Shop” and “Tips” series 
(now running in the Rank 
theatres). They have also used 
commercial television and Radio 
Luxembourg. 

The commercial television pro- 
gramme was a classic instance of 
the elasticity needed in an opera- 
tion where the supply position is 
subject to sudden changes and 
the public has to be informed at 
once. Following the usual post- 
summer shortage of bacon, the 


Y eet. 
Boon today and every day | 


tr | y 
,  - 
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supply position improved, and it 
was hoped that the operation 
would settle down to a normal 
one of creating a steady demand 
for a commodity in good supply. 
An unpredictable change in 
the overall supply position, 
however, necessitated urgent 
action to shift stocks from the 
retail shops. The agency’s tele- 
vision department was briefed 
at 9 a.m. and they produced 
a 15-second flash and put it on 
the air the following evening. 
The flash was simple, fresh and 
punchy. It consisted of the now 
familiar pig emblem holding 
up a card which declared “Bacon 
is Cheaper!” with a live an- 
nouncement behind. This, com- 
bined with other announcements 
in magazines and press, achieved 
the publicity objective. Com- 
mercial television remained an 
element of the overall campaign 
components. 


Co-operation from paper 
Bacon “Weeks” were organised 
throughout the country. The 


first was held in Glasgow, in close 
collaboration with the Glasgow 


% 
bs 


During “York Bacon Week” one of the demonstrators acting for the 
Bacon Information Council gave housewives plenty of tips on how 


to cook the product. 


followed in other main population centres. 


This procedure has been—and is being— , 


Evening Citizen. There followed 
Oxford Bacon Week and York 
Bacon Week, both of which en- 
joyed similar press support from 
the Oxford Mail and the York- 
shire Evening Press respectively. 
Cookery demonstrations were 
held in the local gas and electri- 
city showrooms throughout 
Bacon Week, and the Bacon In- 
formation Council's own demon- 
strators also gave bacon cutting 
and cookery demonstrations. 
An attractive “Name the Dish” 
competition was arranged in each 
centre, the winner receiving either 
a new model gas or electric 
cooker or a voucher for £50 to 
be spent in the local gas or elec- 
tricity showrooms. Runners-up 
also received prizes, and even the 
winner’s bacon supplier received 
a special gift of £10. New 


CHATHAM 


OBSERVER 


SOUTH EASTERN 


GAZETTE 
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features of Sheffield Bacon Week 
were the first bacon balloon race, 
and the first husband's cookery 
competition. The balloons were 
freed each day from the main 
square by a local personality, 
and the first prize was a year's 
supply of bacon. Sheffield also 
saw the repetition of the cam- 
paign plan followed in Oxford 
and York, including window 
stickers, entry form dispensers, 
showcards, loud hailers and 
sandwich-board men and local 
and Bacon Information Council 
advertisements. 


Widespread mailing 


The appeal to catering 
interests included advertising 
in all catering and allied trade 
publications, and direct mail to 
hotels, restaurants, snack bars, 
schools, shipping companies, 
insurance companies and 
clubs, and a campaign in 
the businessmen’s media, offer- 
ing advice on industrial and 
canteen catering. The response 
from all these sections has been 
extremely gratifying, and has 
underlined the definite need for 
this type of service. 

Further activities of the 
council have included competi- 
tions, barbecues (the May Fair 
“Bacon barbecue” sold 10,000 
baconburgers in six days), nation- 
wide cookery demonstrations and 
talks through women’s organisa- 
tions, participation in fairs and 


@ Continued on page 22 
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The heavy load of work and respon- 
sibility carried by the production departments 
of many agencies can be eased by using 
St. Clements type setting, block making and 
plate making service. 

We offer unrivalled facilities, a 24-hour work- 
ing day, long experience of agency routine 
and a respect for press day requirements. 

P.S. stands for Personal Service and we take it seriously : 


it’s the only way we know of getting every job right in every 
smallest detail. 


Cc St Clements 


ty pesetting 
fou ndry 
complete day and 


night service 


process 


ST. CLEMENTS PRESS LTD. 
PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: HOL 7600 
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All-media ad campaign 
to lift bacon sales 


In order to magnify 
public interest in 
the bacon product, 
Lita Roza has 
made personal 
appearances at 
some of the stores 
to hand out prizes 


county shows, collaboration with 
cooking equipment and _ food 
manufacturers and processors at 
national and local exhibitions 
and the supplying of teaching 
aids and wall charts to domestic 
science instructors in schools 
throughout the country. Two 
bacon recipe booklets have been 
produced, and 1,500,000 have 
been distributed to date. 


Assembly of facts 


On the public relations side, 
the story has been one of a steady 
dissemination of facts about 
bacon to the press, whose interest 
in its nutritive and culinary 
properties has been made abun- 
dantly evident. The Erwin 
Wasey public relations depart- 
ment prepared itself for the cam- 
paign by assembling a formidable 
block of facts about bacon, from 
progeny testing and_ scientific 
breeding of pigs to all known 
methods of curing and smoking 
bacon. Their assignment was to 
inform the public of the 
versatility of bacon, to restore it 
to its traditional place in main 
meal menus and to reinforce its 
position as the “aristocrat” of 
the breakfast table. 

Armed with a plethora of 
bacon facts and some 2,000 
bacon recipes, the department 
set about enhancing public 
awareness of bacon. A “Bacon 
news desk” was set up, and 
writers were informed that they 
could telephone for data and 
up-to-date market information 
at any time of the day or night 
throughout the campaign 


All queries handled 


Apart from some urgent 
appeals for information at the 
time of the Christmas price drop 
—which had to be answered from 
the bath—home life for the news 
desk staff was not permanently 
disrupted. 

It is not unreasonable for the 
department to think that general 
interest in bacon as a result of 
the campaign has inspired such 
programmes as “Why on Earth?” 
(BBC), attractive, full-page 
colour features in high circula- 
tion women’s magazines, constant 
requests for information and 
teaching aids from food experts, 


caterers and domestic science 
teachers, the appearance of bacon 
in cookery books and diet sheets 
for slimmers, the fighting 
services, schoolchildren and even 
babies—plus the acceptance of 


THE BACON song “The Bacon 
Barbecue” started life in a modest 
way, as an advertising “jingle.” 
However, it proved so popular 
that the Smith Brothers made a 
commercial recording of it for 
Decca and it reached the pinnacle 
of success when it recently got to 
the BBC programme “Pick of the 
Pops.” When it was only a 
“jingle,” the Bacon Information 
Council was frequently asked for 
records of it; but these they 
could not, of course, supply. Now 
they just tell inquirers “At any 
record shop.” 


the bacon song, now called “The 
Bacon Barbecue,” to be recorded 
by Decca for commercial 
distribution. 

Press cuttings to date cover an 
estimated area of 112,200 square 
inches. 


Bacon Barbecue | 


wri 


At the May Fair, attractively 
designed booths—and assistants 
—formed part of the Bacon 
Barbecue. The bacon emblem 
can be seen at the back. 
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ONE OF the most direct routes to increased export sales is via advertising. 
And the most effective advertising route is marked by the following sig- 
nificant signposts : 


1. Potential Customers. Not everybody everywhere is a potential custo- 
Route to a mer. As an advertiser, it is important that your message reaches the peo- 
ple who are in a position to act upon it. And these key people are among 
the readers of LIFE’s International Editions. They are leaders in business, 


larger share government and the professions. They are the people who can buy— 


and influence buying. 


of the export 2. Advertising Coverage. On five continents you can be sure to reach 
your markets with these publications. LIFE INTERNATIONAL is read 
around the world and LIFE EN ESPANOL offers concentrated circula- 

market 


tion in Latin America. Each extends its impact far beyond its primary 
circulation. For subscribers and newsstand buyers pass their copies on to 
family friends and associates. Studies show that as a result, total circu- 
lation can on the average be multiplied by eight. 


Reaching the right customers with an effective advertising message 
marks the road to export sales when you advertise in LIFE 
INTERNATIONAL and LIFE EN ESPANOL, And it is for these reasons 
that leading companies in Britain and on the Continent have more than 
doubled their investment in LIFE’s International Editions in the last four 
years. 


3. Best Possible Message. What you say about your product, the physi- 
cal appearance of the advertisement itself, are factors of utmost impor- 
tance. When you advertise in LIFE INTERNATIONAL and LIFE EN 
ESPANOL, you yourself have control over your selling message. You 
can make certain that it says what you want it to say—that it looks the 
way you want it to look. 


LIFE INTERNATIONAL — advertising rates based on average net paid 
circulation of 250,000 copies printed in English and distributed in 120 
countries outside North America. 


LIFE EN ESPANOL—advertising rates based on average net paid circu- 
lation of 275,000 copies printed in Spanish covering all of Latin America. 


These are the INTERNATIONAL EDITIONS of LIFE magazine, with a 
combined current circulation of over 560,000 copies every fortnight. 
[FER 
INTERNATIONAL EDITIONS J 
write or telephone The Advertisement Director, ; 
Life International Editions, Time & Life Building, 


New Bond Street, London W.1. Grosvenor 4080. n Spanish for Latin Amerw 


n English around the world 


For further information, 
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These British Companies 
used Life International 
Editions as a route to a 
larger share of export 
markets during 1955:— 


Austin Motor Export Corporation 
Limited 

George Ballantine & Son Ltd. 

Beecham Group (Brylcreem) 

Arthur Bell & Sons Ltd. 

Booth’s Distilleries Limited 

The Bowater Paper Corporation 
Limited 

British Overseas Airways 
Corporation 

The British Travel Association 

The Brush Group Limited 

James Buchanan & Co. Ltd. 

Bush Radio Limited 

Champion Sparking Plug Co. Ltd. 

Crompton Parkinson Limited 

Godfrey Davis Limited 

Thomas de la Rue & Co. Ltd. 
(Formica) 

The Distillers Agency Ltd. 

Dunlop Rubber Co. Ltd. 

The English Electric Company 
Limited 

The General Electric Co. Ltd. of 
England 

W. & A. Gilbey Ltd. 

Gillette Industries Limited 

The Harris Tweed Association 
Limited 

Hawker Aircraft Limited 

Hawker Siddeley Group 

Hepburn & Ross Ltd. 

Hill Thomson & Co. Ltd. 

Macdonald Greenlees Ltd. 

Macdonald & Muir Limited 

Chas. Mackinlay & Sons, Ltd. 

Massey-Harris-Ferguson 
(Export) Ltd. 

Nuffield Exports Ltd. 

Pye Limited 

J. Arthur Rank Organisation 
Limited 

Rootes Motors Limited 

Wm. Sanderson & Son Ltd. 


The Shell Petroleum Company 
Limited 


The Standard Motor Co. Ltd. 
White Horse Distillers Ltd. 
Yardley 


REVIEW OF NEW FILM PRODUCTIONS 


An abstract ad film that 


sells the teenagers hard 


HERE is a particular satis- 
faction in being able to 
record success for an abstract 
advertising film. Few of them 
are made, probably because at 
the discussion stage the spon- 
sor’s agreement is largely a 
complicated act of faith—of 
trust in his advertising agent 
and of the agent’s belief in the 
producing company. To put 
names to this success, the 
sponsor was Triumph Cycles, 
the agent was Immedia, and the 
producing organisation was the 
new animation unit of Pearl & 
Dean Ltd. 


This new unit is a great addi- 
tion to Pearl & Dean and, under 
the skilful direction of Byron 
Lloyd, it has already evolved a 
most distinctive style. In the 
two-minute film for Triamph 
Cycles, the suggestion of speed 
and performance is accented for 
teenage interest by a jazz 
musical score, which together 
with the pattern of visuals is well 
calculated to bring youthful 
enthusiasm to the boil. 

Also from the new unit is a 
combination of live and animated 
action sketches, in which a series 
of anger-provoking incidents are 
resolved by Sharp's Toffees. All 
are beautifully designed and in 
an effectively humorous vein. 
Additionally the theme of the 
Sugar Puff train (running time 
two minutes) is preserved melli- 
fluously in the most enticing 
pastel shades while the Toni 
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By PAUL NUGAT 


Home Perm item—also with a 
two minutes running time— 
forcibly suggests that the last 
wrinkle in “home do’s” has been 
ironed out whatever the texture 
of hair. 

In addition to these compact 
and stylish films, Pearl & Dean 
have made two outstanding 15- 
minute animated films for two 
American sponsors. The first, 
“Man of Action,” for the 
Council of Good Neighbours and 
the second for Life Assurance 
Inc., are both films designed to 
accomplish that most difficult of 
tasks—change people's attitudes. 

The only compliment that 
springs readily to mind is that 
no live action film on an allied 
subject has ever accomplished 
so much in the same space of 
time. 


Brake lining story 


The history of the brake lining 
is hardly great screen potential, 
even though it plays a signifi- 
cant enough role in every form 
of locomotion. 


By making a fine balance 
between production at the 
sponsor's factory in Derbyshire 
and associated activities such 
as the Le Mans car race and 
car tests in the Derbyshire hills, 
Screen Audiences Ltd. have 
produced a 24-minute Eastman- 
color film, “The Ferodo 


Story,” which will keep the 
sponsor's clients all over the 


@ Continued on page 26 


A scene from “The Ferodo Story.” A pioneer in the early 1900s 
experiments with chemically impregnated asbestos fabric as a brake 
lining material. 
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SSweet SSixteen is the star 

that television can’t do without. 
As we foretold a year ago, the 
l6mm. _film—already widely 
used by the B.B.C.—has become 
an essential part of commercial 
programmes. 
Our contributions have included 
all types of films, from 15- 
second commercials to a 30- 
minute peak-hour feature 
programme. 


STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


6-7-8 Old Bond Street, 


London, W.! 


Telephone: MAYfair 4642-3 


The appeal made by the 
Wicket-keeper is some- 
times wishful thinking, but 
the appeal to the public 
through the Home Counties 
Newspapers Group — net 
sales over 142,600 copies 
weekly in Beds, Herts and 
Bucks — is of such dynamic 
force that there cannot be 
any possible chance of ‘‘ the 
appeal being dismissed "’ 
from the mind of the Buying 
Public. 


The Group flot rate is 55/- per single 
column inch. 
Represented in London by 
WILL KITCHEN, Jnr. LTD. 


131 Fleet Street, E.C.4. Fleet St. 1960 
Head Office LUTON Phone 5050 


Advertisement Manager: C. W. Gilder 
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Review of new ad 
film productions—min 


world very happy for a long 

time to come. 

What perhaps does more than 
anything else to lift the film out 
of the run-of-the-mill documen- 
taries in this field is a musical 
score of rare virtuosity and pleas- 
ing pictorial composition. 

« 7 * 


In pursuance of their internal 
staff policy of showing their stay- 
put staff what is going on the in 
the world of Shell, Shell 
Petroleum held three 
London film shows last month. 
Among a full programme, the 
staff were shown “Birth of an 
Oilfield,” which depicts, with 
puppets and models, the drilling 
of an exploratory well in new 
territory, and concludes with the 
crude oil, separated from water 
and gas, proceeding to the re- 
fineries. An American produc- 
tion, it has been re-edited by the 
Shell Film Unit. The film has a 
lot of good ideas, but they have 
been rather slowly developed. 

On the other hand, “Look At 
Your World No. 5” has some 
fascinating items. This is a film 
magazine that really takes one 
out and about. It begins with 
the colourful but hard life of 


Portuguese fishermen, who bene- 
fit from a new Shell re-fuelling 


major, 


ship. There followed a pleasant 
nocturnal item on the opening of 
an oil refinery in India, the 
portrait of a kerosene seller in the 
streets of the Kasbah in Tunis, 
and a happy salute to the com- 
pany’s fire-fighting services. 

As a final item, there was 
“Shell’s Progress in 1955,” repre- 


A scene from the film “Choose English Cheese,” 


senting an attempt to make sense 
of the year’s balance sheet by 
means of filmstrip and com- 
mentary. 
* * * 
Produced for the Cotton Board 
by Technical & Scientific Films 
Ltd., “Any Questions on Cotton” 
is a brains trust with Freddy 
Grisewood presiding over a panel 
of experts. The well thought out 
readers’ queries, including those 
on cotton textile production, give 
women audiences the answer to 
most consumer queries. 
In so far as the formula is a 


which has been 


produced by Film Partnerships Ltd. and was shown frequently during 
the June Dairy Festival. 


DICKENS OF 


INTERNATIONAL ARTISTS 


Reproduced by courtesy of 
A. Vivian Mansell & Co. Ltd. 
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direct inheritance of the radio 
and television panel game. the 
film might with advantage have 
been pruned by seven minutes to 
make half an hour. 

Talking of productivity, the 
British Productivity Council with 
the same producer pursues a 
steadfast (although rather un- 
exciting) course towards greater 
output via thoughtful planning. 
With a running time of 18 
minutes, “One Man and His Job” 
takes a one-man assembly job 
and employs a range of work 
study techniques to pull it apart 
and put it together again, but all 
with a rather deadpan intellec- 
tual approach. 

* 7 * 

The cinemagazine of Babcock 
& Wilcox Ltd., entitled “Home 
and Away” is now it its fifth 
edition. No doubt it is helping 
to bridge the gap between head 
office in London and the works at 
Renfrew. The item on Calder 
Hall has a more than internal 
relations interest but the rest is 
rather thin-blooded material. 
The running time is 14 minutes. 

* * 7. 

The London Co-operative 
Society has sponsored a _ very 
good short film, titled “It’s Up 
To You,” in order to educate its 
members to a realisation of the 
importance of taking an active 
part in the Society's affairs and 
to encourage a fuller use of the 
social and educational oppor- 
tunity it affords. 

Produced by Data Films it has 
a running time of eight minutes. 


olin an 7 7 Ps Sa > i — a be “= Si RM ee — *» git Ae Ae ee See ® a awe | ir) ‘>. ne he a a 
; 
e ee 26 P| 
ch 
3 
-. ag . Ld 1g = oe 
. ‘ Me @ - 4 . ig 7 a 
. ; ay. iy cal 4 hii ri eS : ' | 
. 4 2 i 
es eee ‘ X 
S 
Pe s ae 0 Fa a 
. | — rt ee 
; A gl et “ =, a, ‘J Gate cd 
Oa Va ac Di 
5 ¥ tig! PY an rm: ——_ 
sy i ~—_ sd 
E = es 
ee aw 
“i a ed ‘ ia ine ae 
; 6 \ . Bon 
t Be Ds po a : 
‘ g al : a ie x 
j \ =e oe 
SR A aged 5 
es ade © 7 
‘ , P BS aac, if 
; ee » . oe 
: | F _ 
| a = ye~ | 
i es : aa ay | 
a <<? AS . Pa fe oe | 
2 yy . e: P My y ¢ 
; a ; 2 ¥ a % a 
4 \ ; | 
: bk | 
“ ‘ | 7 
; 
bs 
Es } 
‘ .. me ; ie - mae me ileal ee * Re ie 
ee me US ae Se 4 eae ut Beet en Se ; ial "a 


ADVERTISER'S WEEKLY 


LET 
TYNESIDE 
LAUNCH YOUR 


A 
CAMPAIGN \ AY 
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SOUTH AND NORTH SHIELDS. The twin towns 

of the Tyne on each side of the entrance to the river are 
not only ports for ships that carry coal, oil, iron ore and 
many other basic requirements of heavy industries, but 
towns that build and repair the ships. 


ar 


SOUTH SHIELDS has attracted other industries since the 
war to supplement shipbuilding, ship repairing and coal 
mining. Great prosperity has resulted and new trading 
estates and factories are springing up. 
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NORTH SHIELDS is also the chief fishing port of the 
North East Coast and post-war developments have brought 
new industries into the area. 
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THE SHIELDS GAZETTE & THE SHIELDS EVENING NEWS 
are the local evening newspapers for South Shields and North 
Shields respectively. A combined sale of over 5/,000 daily toa 
population of 200,000 bears witness to the intense readership 
of these two evening newspapers; their circulations have 
risen by as much as 60 per cent since the war. 


Advertisers who wish to sell their products on Tyneside will find that 
these two lively newspapers form a perfect economical medium for launching an 
intensive campaign to reach these prosperous communities. 


Shields Gazette | Corning Dews 


Shipping Telegraph. (35,345_A.B.C.) (16,122 A.8.C.) 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


: 4 @ QoS 
7 Ne 

) Ng ee ; 
| A — ti | 
4 Ne : iM 

Ay ys se m 

i ri i bY 
AKT PK pi 

ih \ an: 
D Meese | pa 
(\ Ht ay 
de a ra 

HH Ways 

{ | Kean | ), 
7 a 
i ee a \ ean 
TL AY yi 

aC ae A | | | ae 
‘Peal (/ tf 

yt Pi) qi) fi , _— ut r 


ADVERTISER'S WEEKLY 


28 


THE EXHIBITION WORLD 


Dollar earning power will be a 


highlight at a forthcoming 


Southampton event 


Robot accountants for the 


business efficiency show 


By OUR EXHIBITIONS CORRESPONDENT 


S a tribute to her 20 years 
of efficient service on the 
Atlantic, the Office Appliance 
and Business Equipment 
Trades Association have in- 
vited the skipper of the 
“Queen Mary,” Captain D. W. 
Sorrell, to open their first 
postwar regional Business 
Efficiency Exhibition to be 
held in the south of England. 


The show opens at St. Mary’s 
Drill Hall, Southampton, on Sep- 
tember 25 and the ceremony 
performed by Captain Sorrell will 
take place on the eve of the 22nd 
anniversary of the launching of 
the giant 80,000-ton liner by 
Queen Mary on September 26, 
1934, 


Earning the dollars 


Both the “Queen Mary” and 
the office equipment industry are 
outstanding dollar earners—the 
latter shipping more than £14 
million of equipment to the 
United States last year despite the 
fact that America is the largest 
producer of office equipment in 
the world. 


Some 43 firms will be partici- 
pating in the exhibition which 
will run until September 28. 
Among the equipment to be 
shown will be some of Britain's 
latest electronic accounting equip 
ment including an electronic mul- 
tiplying punch which will feed 
and punch 7,200 cards an hour 
regardless of the number of digits 
in the factors; a machine which 
counts banknotes at a speed of 
50,000 an hour and another for 
counting coins at 2,000 a minute, 
regardless of nationality or shape. 
They can be round, square or 12 
sided. 


Opening the mail 


Film stars arriving on the 
“Queen Mary” the previous night 
should note that there will be a 
machine for opening fan mail at 
500 letters a minute and others 
for sealing up the replies at 300 a 
minute. If they want to be one 
step ahead of their counterparts 
in Hollywood they will be able 
to buy an electronic stencil cut- 
ting machine which _ enables 
printed, written and typed matter, 
together with photographs, to be 


reproduced on a stencil from 

which 100 copies a minute can be 

run off on an ordinary duplicator. 
* * * 


POLAND WILL not curb 
the participation of the US, 
Britain and other Western 
countries in next year’s Poz- 
nan Trade Fair. This assur- 
ance, following the rioting in 
that city, was given to me by 
the Polish Commercial Coun- 
sellor. 

Later, I talked to K. G. Tre- 
herne, who was the first British 
businessman to fly into Warsaw 
from Poznan after the disturb- 
ances. He had seen crowds of 
workmen, apparently Ssteel- 
workers, in overalls, marching in 
an orderly manner through the 
streets. They were chanting and 
carrying a large Polish flag and 
placards. He does not speak 
Polish, but said he had been told 
the chant was “We want bread.” 
Later he Heard some shooting 
two or three shots at a time—as 
if shots were being fired over the 
heads of a crowd. He also heard 
what was obviously a_ light 
machine-gun and later saw tanks 
in front of the National Bank of 
Poland with troops gathered 
round. 

When he left for the airport, he 
and others were taken right round 
the city, and passed about 12 
tanks on their way into the town. 


All the buses, trams, taxis and 
trains stopped. 

Mr. Treherne was attending 
the International Trade Fair at 
Poznan at the time. He spends a 
good deal of time in Eastern 
European countries and China. 
He told me that although the 
Poznan Fair could in no way com- 
pare with the Leipzig Fair, which 
he also attends, it is growing. This 
year’s event was better than last 
with a wider range of exhibits. 
This, to some extent, was due to 
the increased participation by 
Western Powers, and although 
Mr. Treherne was not an exhibi- 
tor, he was having discussions 
with buying organisations on 
behalf of Dominions Export Co., 
Ltd. 

* « * 


JAPAN SCORED a_ notable 
triumph at the International Toy 
Fair held in New York this 
spring. The quality of her goods 
which had _ previously been 
strongly criticised was much 
improved, variety and detail were 
also much in evidence, yet prices 
still remained as much as 40 per 
cent lower than her competitors. 

American importers who pre- 
viously refused to handle 


Japanese toys have said they will 
have to take them now. 

It was also stated at the fair 
that British toy manufacturers 
should share increased orders 


The Shell-Mex and B.P. Ltd. stand at the recent International Machine 
Tool Exhibition, Olympia, included an attractively appointed 


reception lounge in which light refreshments were served 


The stand 


was designed in the studio of Shell-Mex and B.P. Ltd., and was 
constructed by T. Robinson Studios Ltd. 


Jury 27, 1956 


from the US, where it is antici 
pated toy imports will be 15 per 
cent higher this year. I under- 
stand that British toys (particu- 
larly lead soldiers) are still well 
received and regarded as superior 
to those from other countries. 
British bicycles are also top of 
the list of American bicycle 
imports. 
* * * 


THE REARRANGEMENT of the 
woodworking machinery  exhi- 
bits at the 1956 Hanover Fair 
reports Woodworking Industry, 
proved a great convenience to 
overseas buyers who were quickly 
able to assess the major develop- 
ments in the German industry 
without the necessity for passing 
from one hall to another 

The general impression was 
that, while automation in the 
woodworking field is still some 
way ahead, designers are fully 
aware of the need for devices 
which will reduce operator 

fatigue and at the same time 
increase outputs. Several firms 
had introduced completely new 
models of various types of 
plant, but an even greater num- 

her had re-designed on minor 
points directed to _ speedier 
working with increased safety. 

An even larger number of 
Suropean countries took the op 
portunity of showing their pro- 
ductions, and the organisers are 
hopeful that in future years the 
products of this country will be 
represented in what is rapidly 
coming to be regarded as the 
leading woodworking machinery 
exhibition. 


Saving the smoke 


Ways IN which industry can 
save up to one-fifth of fuel costs 
(often a great deal more), to- 
gether with the latest information 
about nuclear power stations and 
methods of combating smoke 
pollution, will be on show at 
Olympia in the Fuel Efficiency 
Exhibition from October 2-10. 
The exhibition, the largest of its 
kind in the world, will be opened 
by the Minister of Fuel and 
Power, Mr. Aubrey Jones, MP. 

Altogether about 150 of the 
leading firms will be showing 
special equipment designed to 
produce fuel economy in all 
branches of industry. The equip- 
ment shown will include the 
latest types of fuel-burning de- 
vices for both solid and liquid 
fuel; self-contained, automatic 
controlled, oil-fired boilers; the 
latest developments in insulating 
materials and every conceivable 
type of automatic control equip- 
ment. 

Among the exhibits will be one 
by the Central Electricity Autho- 
rity with photographs, diagrams 
and models giving details of the 
most recent developments in the 
plan to construct 12 nuclear 
power stations by 1956. There 
will be an exhibit by the UK 
Atomic Energy Authority illus- 
trating the progress made in the 
use of nuclear power for peace- 
ful purposes. 


@ Continued on page 30 
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want it 


. . . now is the time to remind viewers of where 
they can buy your product—at the point-of-sale, 
the vital last link in your selling plan. 

Every shop in Great Britain is covered by 
C. D. O. window dressing service and national 


advertisers are offered the unique facilities 


of 


delivery and personal installation of displays 


this Organisation for the production, 


in retailers’ windows. 


Advertising Managers . . . please write for 


our brochure or telephone us... 


CITY DISPLAY 
ORGANISATION 


30 UXBRIDGE RD. LONDON W12 


SHE 1281* 
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Our clients include : 


HOOVER (WASHING 
MACH! LTD. 


SHELL MEX & B.P. LTD. 


SHELL PETROLEUM 
co. LTD. 


ALEXANDER DUCKHAM & 
co. LTD. 


R (GREAT 
BRITAIN) LTD. 


MASSEY-HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


PETROLEUM 
co. LTD. 


ROTARY HOES LTD. 
J. E. SHAY LTD. 
NATIONAL BENZOLE 
co. LTD. 

REGENT OlL CO. LTD. 


LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co. LTD. 

LYONS & CO. LTD. 

THE BRITISH LEGION 
PEPSI-COLA LTD. 
HELENA RUBENSTEIN 
LTD. 
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i?’'s quicker — 
more brilliant — 
longer lasting © 


Our unique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 


HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 
include nameplates, operating 
instructions, diagrams, warn- 
ing notices, etc. 
BRILLIANT POINT-OF- 
SALE TRANSFERS 
are the most effective method 
of window advertising. 


DESIGNS 


Our process with the use of 
brilliant colours ensures per- 
fect reproduction of the most 
intricate designs. 

EASY TO USE 
No special skill is required for 
application. 

Solve your marketing and sales 

problems— 


Write or ring today: 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


TRADE MARKS * WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS - VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS * CALIBRATIONS 
WIRING DIAGRAMS - WARNINGS - NOTICES, ETC. 


Exhibition 
Wor ld —continued 


During the course of the ex- 
hibition the Institute of Fuel is 
organising a series of talks and 
discussions with the appropriate 
title: “The efficient use of fuel 
in industry.” Each session will 
start at 10 a.m. and will be in a 
hall at the exhibition. 

Many leading experts will be 
giving addresses, among them 
R. Nichol, of the Guinness organ- 
isation, and George Richardson, 
of Shell Mex & BP. The exhibi- 
tion is under the auspices of the 
National Industrial Fuel Effi- 


| ciency Service and the Combus- 


tion Engineering Association, 
and organised by Provincial Ex- 
hibitions Ltd. In recent years it 
has been staged in Manchester, 
but it has now grown to such 
proportions that it has had to be 
moved to London. 
* ” * 

A COMPOSITE stand organised 
by seven leading radio-television 
manufacturers will be an import- 
ant part of the British pavilion at 
the Damascus International Fair 
from September 1 to 30. This is 
the second collective radio pro- 
motion effort in the Middle East, 
being a continuation of the sales 
drive started by a similar exhibit 
at the Baghdad Fair of 1954. 
Once again it is under the 
auspices of the British Radio 
Equipment Manufacturers’ Asso- 
ciation. 

~ * * 

A CONFERENCE on “Electro- 
heat in industry and commerce” 
is planned by the South Wales 
Electricity Board to take place 
in Cardiff on September 20 and 
21. This conference will be the 
third of a series dealing with the 
utilisation of electricity, and, as 
before, it will be supported by a 
comprehensive exhibition, staged 
in co-operation with leading 
manufacturers. 

* * * 

I UNDERSTAND that Lon 
don’s Audio Fair, 1957, which 
will be held from April 12-15 


| at the Waldorf Hotel, London, 


will be extended in scope to pro- 
vide more space for more exhibi- 
tors. The general form of the 
show will remain unaltered. 

* +. * 

THE ORGANISERS of the North 
London Exhibition For Home 
Lovers have been informed by 
the general manager of the 
Alexandra Palace that the Great 
Hall will be ready in time for 
them to hold a full-size North 
London’ Exhibition in 1957. 
They have, therefore, booked it 
to run from Tuesday, April 16, 
to Saturday, April 27. 

Since the war only part of the 
Alexandra Palace (Concert Hall) 
has been available and, in conse- 
quence, the organisers have had 
to limit the number of exhibitors 
and the attractions for which this 
exhibition was famous in pre- 
war days. 
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Forthcoming Home : 
Events (to Aug. 29) : 


July 25-Aug. 4, Kendal Ideal 
Home & Trades Exhibition, Drill 
Hall, Kendal; Aug. 1-11, 
Cumbrian Ideal Home & Indus- 
tries Exhibition, Bitts Park, 
Carlisle; Aug. 4-18, Gateshead 
Modern Homes & Trades 
Exhibition, Saltwell Park, Gates- 
head; Aug. 7-11, Dublin Horse 
Show, Ball’s Bridge, Dublin; 
Aug. 7-18, Liverpool Brighter 
Homes Exhibition, St. George's 
Hall, Liverpool; Aug. 15-25, 
Cornish Ideal Home Exhibition, 
City Hall, Truro; Aug. 18-Sept. 
1, Bristol Ideal Homes & Trades 
Exhibition, Victoria Rooms, 
Bristol; Aug. 18-Sept. 1, Great 
Yorkshire Ideal Home & Indus- 
tries Exhibition, Woodhouse 
Moor, Leeds; Aug. 22-Aug. 24, 
Southport Flower Show, Victoria 
Park, Southport; Aug. 22-Sept. 1, 
National Radio & Television 
Exhibition, Earls Court, London; 
Aug. 22-Sept. 1, “Model Engi- 
neer” Exhibition, New Horticul- 
tural Hall, London; Aug. 28- 
Sept. 8, Hulton’s Boys & Girls’ 
Exhibition, Olympia, London; 
Aug. 28-Sept. 15, British Food 
Fair, Olympia, London; Aug. 
29-Sept. 15, Ulster's Own Ideal 
Home Exhibition, King’s Hall, 
Belfast. 


Overseas Events 
(to Aug. 31) 


July 26-Aug. 4, All Nations 
Fair, Melbourne, Australia; July 
26-Aug. 4, Australian World's 
Fair, Sydney, Australia; July 27- 
Aug. 5, Export and Sample Fair, 
Dornbin, Austria; July 28-Aug. 
5, Skane Fair, Malmo, Sweden; 
Aug. 2-12, Danish National Fair, 
Fredericia, Denmark ; Aug. 4-12, 
International Radio & Com- 
munications Exhibition, Ljubl- 
jana, Yugoslavia; Aug. 9-18, 
Royal National Agricultural & 
Industrial Exhibition, Brisbane, 
Australia; Aug. 10-24, IJnter- 
national Fair, Messina, Italy; 
Aug. 17-25, Motor Show, Sydney, 
Australia; Aug. 19-22, Jnter- 
national Watch & Jewellery Trade 
Fair, Frankfurt, Germany; Aug. 
20-26, International Dental Show, 
Munich, Germany; Aug. 20-Sept. 
20, International Fair, Izmir, 
Turkey; Aug. 22-26, Trade, In 
dustry & Agricultural Exhibition, 
Mombasa, Kenya; Aug. 22-Sept. 
3, Pacific National Exhibition, 
Vancouver, Canada; Aug. 23- 
Sept. 8, Homes Exhibition, Mel- 
bourne, Australia; Aug. 24-Sept. 
2, “Sea for All’ Exhibition, Oslo, 
Norway; Aug. 24-Sept. 8, Cana- 
dian National Exhibition, 
Toronto, Canada; Aug. 25-28, 
International Stamp Fair, Ricci- 
one, Italy; Aug. 25-Sept. 2, Inter- 
national Wine Exhibition, Ljubl- 
jana, Yugoslavia; Aug. 29-Sept. 1, 
Agricultural Show, Bulawayo, 
S. Rhodesia; Aug. 31-Sept. 8, 
Industrial Exhibition & Trade 
Fair, Pretoria, South Africa. 
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ADVERTISER'S WEEKLY 


To an Immovable Agency Executive 


You are probably so well-established that you 
would not think of looking for another job. 

Yet the growth of this Agency— and the expansion 
that lies ahead— have created a position here that, 
in all likelihood, you should consider in the interest 
of your own personal business management. 
Should you care to discuss it in a confidential way, 
please write to me personally. I alone shall open 


and read your letter and know of your interest. 

I ask only this: that you are interested in the 
handling of accounts, and not in the bric-a-brac of 
“management ’’; that you believe the purpose of 
an Agency is to make a profit for its clients by 
giving them professional service of the highest 
standard ; and that you are equipped to give clients 
that kind of service. 


W. E. McKEACHIE, 


Chairman and Managing Director, 


McCANN-ERICKSON ADVERTISING, LIMITED 


BRETTENHAM HOUSE, LANCASTER PLACE, LONDON, W.C.2 
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PACKAGING AND POINT-OF-SALE DISPLAY 


In his monthly survey OUR PACKAGING 
CORRESPONDENT notes that mounting 


competition in selling is forcing frequent 


changes in design 


Prospect ahead—annual 
package ‘audits’ 


ROM time to time, some- 

body says something about 
the role of packaging in 
modern marketing that has a 
ring of prophesy about _ it. 
One feels that in years to come 
the statement will be remem- 
bered . . . and Jim Nash, one 
of America’s leading package 
designers, .gave voice to one 
only the other day. 

Today's active marketing con- 
ditions, he said, may require fre 
quent package changes. In the 
future, he went on, “a_ well: 
managed company will have its 
packages audited annually, just 
as faithfully as it has its financial 
status audited. Such an audit 
gives a company the opportunity 
to examine competition, to re 
view new packaging materials and 
machinery and keep abreast of 
current marketing conditions 

“Another reason for having 
an annual package audit is that 
it is unfair for a company to 
handicap its advertising agency 
by expecting it to produce sales 
results for a product that does 
not have the strong trade 
mark, smart product styling and 
package with consumer appeal 
needed in today’s highly com 
petitive market.” 

And although that was said by 
an American, does anyone in this 


Three of the 142 decorated tins which Edward Sharp & Sons are 
to issue next Christmas to market their confectionery. Some of the 
tins have been given modern theme designs 


country question its relevance? 


One of the top package de- 
signers in this country, Derek 
Mills, of THM Partners, would 
almost certainly agree with Mr. 
Nash for he is himself very alert 
to the changing nature of today’s 
retailing ...as his work for 
Premier Supermarkets (a_ subsi- 
diary of Express Dairy) well testi- 
fies. Take the new tea and coffee 
packs that he has recently de- 
signed for the company’s self- 
service counters. 

The colours in both cases are 
scarlet labels with white lettering, 
placed at an angle across a 
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The tea and coffee packs which Derek Mills, of THM Partners Ltd., 


hay recently designed for Premier 


Supermarkets. The company’s 


trade mark has been prominently placed on both packs. 


black band on a white ground. 
“Premier” is in black with gold 
outline and shadow. Both the 
tea pack and the coffee tin have 
a panel of copy devoted to the 
quality of the product. On the 
reverse side of the tea pack is a 
panel of small type in black on 
tips for tea-making ; on the coffee 
tin a panel of small type in red 
giving direction for use 

The Premier Supermarkets 
trademark has also been designed 
by Derek Mills and wil! be used 
on all their products. Here, it 
conforms with the colour scheme 
with the banner in black en- 
circling an isosceles triangle in 
red. The large “S” and smaller 
“Premier Supermarkets” are in 
white. 


All-angle views 


Then there is the “tetrapak” 
which Mills has designed for the 
Express Dairy. In this case he 
has evolved a simple. all-over 
design so that, viewed at any 
angle, three of the pack’s four 
isosceles triangles clearly show 
that it contains milk—and also 
that it is Express milk. The 
fourth triangle gives directions 
for opening the pack and pour- 
ing. 

This has been done by using 
two groups of two panels—the 
bold “Express Milk” and “E” 
block panels printed one way up 
and the same “Express Milk” 
panel with that giving direction 
for use printed the other. Thus, 
when the pack is made (from a 
single straight strip sealed first 
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There is no mistaking the name 
of the company merchandising 
this carton of milk. 


into a tube and then sealed at 
both ends) there is no “right” 
way up either in shape or design. 
The well - known “Express” 
colours, royal blue and red have 
been retained. So, too, has the 
distinctive Express drawn letter- 
ing, designed by Derek Mills in 
the first instance for the Express 
bakeries range of products. 


Christmas pack 
for toffees 


IHE FULL range of Christmas 
gift packs from Edward Sharp & 
Sons will go to 142 different 
decorated tins with a choice of 
34 distinctive shapes and sizes. 
And there are this year many 
brand new designs. One of the 
most outstanding of them (seen 
recently at a trade preview in 
London) has the name “Victorian 
Pink,” and the claim is to the 
effect that it is one of the most 
beautiful presentation packs ever 
seen in the confectionery trade 

But there are tins of a different 


@ Continued on page 3% 


This new Evo-Stik pack has been 

designed to perform five essential 

functions. Colours include 
vermillion and yellow 
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COMMERCIAL : 


MOTOR OIL 


LONDON AIRPORT 
Cowling Signs are sleen — everywhere 


OWUNGE 


FISIMONDS 
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"THE COWLING 
GUARANTEE 


Every Cowling sign 
plate is guaranteed 


operated by for 3 years against 
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The signs that are made ft 
to sell first and LAST 
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MAIN 
. CHALKING 
DISCOLOURATION or 
DETERIORATION . 


N. L. Cowling (Chariton) Ltd. 
Unless caused by 


Armstrong Gardens, Woolwich Road, 
London, S.E.7. Telephone: Greenwich 0051/2/3 
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If you want a big haul 
- east your net wide 


’ Cast your net nation-wide. Use the biggest net you can wield. 
e And fish at all levels—corsumer, retail and wholesale. 


In other words, take a page in the Daily Mail. ‘The rate is now £3,250. 


Success stories start with 
a page in the Daily Mail 
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Packaging 


Survey nel 


type. For example, there is the 
oval-shaped “Comet” tin which 
| illustrates progress in flying from 
the balloon to the modern air 
liner, while for those who prefer 
| their confectionery in a tin of 
quieter design there are themes 
concerned with the country life, 
butterflies, roses . . . and so on. 
A very considerable and gor- 
geously coloured collection 
indeed. 


New adhesive pack 


BREAKING CLEAN away from 
ironmongery pack tradition 
f and the non-identifiable colour 
, cf schemes so often found on the 
creative approach to shelves is the new tube pack of 
; ; Evo-Stik “Impact” Adhesive 528. 
* Carried out in vermillion, 
: your Sales Promotion ' black, white, reversed white and 
= “ i yellow (the tube has a yellow 
? material —the plastic cap), both tube and outer 
v follow the same basic design 
: theme. All this was evolved to 
Astral Arts Group mi, do five essential jobs: 
Ge @ To provide a practical con- This new dispenser for Rawlplug 
ais offer é complete service tainer which would stand up outfits holds 18 units and makes 
59 to the repeated use of the pro- an imposing display on any 
° duct. (528 is a handyman’s counter. 
for the design and “a adhesive giving an immediate 
as bond between practically all 
‘ho ~ quality production 4 materials with the aid of very 


little adhesive. Thus the pro- 

: f duct is likely to be used at 
of Sales Literature, intervals rather than all at 
once.) 


Point-of-Sale and @ To stand out on the 


shelves. 
-— 2 
oJ A 


ra : @®To convey to the customer 

i t the essential modernity of Evo- 

Stik (the adhesive technique \ ‘1 
employed is a modern develop- a 


ment). 
@To give concise instructions A 


for its use. 

Those responsible for the de- 
sign were Raynor, Webber & 
Stiles Ltd., advertising agents to 
the Adhesives Division of Evode 
Ltd., of Stafford. 


i P oe @To enable the retailer to 7 
_ Dealer Displays. identify the product quickly. : 
- 


i This plastic and wood replica of 

{Outfit dispenser the “Vat 69” bottle has been 

A VERY attractive dispenser has designed and produced by Herad 

recently been produced by the Publicity Services Lid., for use in 

Rawiplug Co. Ltd. for their Latin American markets as an 

popular outfits. The unit holds illuminated point-of-sale device. 

18 outfits, and the slot at the Front and rear is shown above, 
base enables them to be extracted 
easily. The aperture in the front 


Tae ae shows the dealer how his stock 
ited is being sold. The big value of 
; the unit is that, although it takes 


——— ie. up very little counter area, it 
17, NEW BOND LONDON, Wi gives an impressively tall display 
which catches the eye of the 
GR Osvenor 8711 (Ten fines) é shopper. The side panels are 
usefully employed in showing by 
simple-to-understand illustrations 
just how easy it is to make firm 
fixings with Rawlplugs. 
* * * 
VERY ATTRACTIVE and “quality- 
type” wrappings have been given 
to the “White Olive” and “Green The “Victorian Pink” container 
Olive” toilet soaps from the Co- for Sharp's confectionery. The 
operative Wholesale Society Ltd. floral design is in delicate pastel 
Aluminium foil, wax paper shades and there is a gold-lined 
backed, has been used. interior, 
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‘Advertiser’. Weekly’ Marketing Special — 


blast furnace at 
the Port Talbot 
works of the 
Stee! Company 
of Wales. 


mont: The 
distillation unit 
of Midiand 
Silicones Lid., 
Barry 


A survey of 


: _~ MARKETING CENTRES 
os | Tr oe ms : | SALES OPPORTUNITIES 
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See «Lert: The buildings of British 
: Nylon Spinners Lid., Pontypool 
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Slee ae MP lh 


Point-of-Sale impact’ in Wales 


The name of Howells means a lot in South Wales. It means the largest 
department store in the Principality. It is also synonymous with motors, 
for Howells are Main Area Distributors for Austin cars and trucks, and 
have recently opened one of the best-equipped depots in Wales. Frank 
James, Howells’ Publicity Manager, is concerned with promoting the 
sales of the wide range of goods which the firm handles. His experience 
gives him an accurate knowledge of the relative selling-power of manu- 
facturers’ advertising in various types of media. His choice is the local 
regional press . . . the medium with ‘ point-of-sale impact’. The list of 
national motor product advertisers below, whose names appear regularly 
in Kemsley’s Cardiff-published papers, is a powerful endorsement of the 
selling power of the regional press in the vital Welsh market. 


CONSIDER THIS VITALLY IMPORTANT POINT 


First and foremost advertising must selJ. No other medium compares 
with the regional press for impact, nearness to point of sale and efficiency 
in selling. What other criteria can your advertising afford ? 


NATIONAL MOTOR PRODUCT 


ADVERTISERS WHO USE KEMSLEY’S CARDIFF-PUBLISHED PAPERS 


Avon Tyres 
B.M.C, Products 
B.P. Petrol 
Castrol Oils 
Chloride Batteries 
Cleveland Petrol 


Dunlop Tyres 
Ediswan Batteries 
Esso & Essolube 
Firestone Tyres 
Ford Motors 
Goodyear Tyres 


Ask the 
distributors 
on the spot 


Frank C. James, Publicity Manager, James 
Howell & Co. Limited, Cardiff, writes: It is 
becoming increasingly evident that provincial 
press advertising has more appeal than the 
national press, especially when dealing with car 
and commercial vehicle sales. We had an out- 
standing example of the pulling power of the 
local papers with a recent co-operative advertise- 
ment between The Austin Motor Company and 
Howells in which we invited our agents to parti- 
ipate in a composite page. The response 
resulted in a very fine advertisement which 
proved exceedingly beneficial to all concerned. 
Howells is a modern Store which moves with 
the times and we value the local press for the 
point-of-sale’ impact so desirable in present 
lay advertising. 


Lanch 


Luca 
Mob 


Natio: 


Oldh 


m Batteries 
Philips Car Radios 


ster Cars 
Equipment 

as & Mobiloil 

il Benzole Mixture 


Pirelli Tyres 
Power Petrol 
Regent Petrol & Oils 


Shell Petrol 
Standard Motors 


CARS... AND EVERY TYPE OF PRODUCT SELL THROUGH THESE PAPERS 


WESTERN MAIL = SOUTH WALES ECHO, Cardiff 
CARDIFF & SOUTH WALES TIMES 


Rootes Group Products 
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The ‘Advertiser’s Weekly’ Market Research 
Team investigate WALES 
and the BORDER COUNTIES 


Industrial growth creates 


a buoyant 


IKE other parts of the 

United Kingdom, Wales, 
apart from a number of 
isolated areas, experienced dur- 
ing 1955 its full share of 
boom, labour shortages and 
prosperity. 

The 10th annual report of 
government action for the year 
ended June 30, 1955, in Wales and 
Monmouthshire, recorded that 
the total of 14,942 unemployed 
persons for June last was the 
lowest figure ever recorded in 
Wales in peace time. The subse- 
quent rise to 16,600 in December 
was less than normal for the 
season, but during recent months 
the figure has increased to 
17,977 in mid-May, a rise of 
1,377, as compared with a fall 
of about 5,000 during the first 
five months of 1955. 


The difference between the pro- 
portions of unemployment in 
Wales and in Great Britain as a 
whole continued to narrow dur- 
ing 1955, and whereas in 
December, 1954, it was 2.2 per 
cent and 1.2 per cent respectively, 
by December, 1955, it was 1.7 
per cent and 1.0 per cent: in 
mid-May this year the corre- 
sponding figures were 1.9 and 
1.1 per cent. 


The total includes a number of 
older and partially disabled men 
in the South and local pockets 
of unemployment in the North. 


Improved situation 


Thus, while in the region as a 
whole the employment situation 
has greatly improved, in October 
last year men from the upland 
villages of Snowdonia marched 
through Caernarvon to protest at 
what was described as the rapidly 
growing unemployment in the 
three counties of the ancient 
province of Gwynedd-Caernar- 
von, Anglesey and Merioneth. 
It was claimed that with 2,287 
unemployed, the area had a 
higher proportion of workless 
than any other part of Britain. 


However, the need for 
further industrial development 
in the area has been recognised 
and, accordingly, the Develop- 
ment Commission is prepared 
to consider applications for 
financial help on a limited scale 


The distillation unit of Midland Silicones Ltd., at Barry. 


market 


Picture by Hylton Warner 


During the 


past two years the original production capacity has been trebled. 


for building factories and the 

building of two factories is 

already in hand. 

On the other hand, in the 
south at the Hirwaun trading 
estate, the site of a war-time 
Royal Ordnance factory, work 
has been provided to an extent 
that unemployment in the sur- 
rounding valleys has been prac- 
tically non-existent. In fact, one 
of the most serious problems for 
those firms with factories on the 
estate has been a shortage of 
labour, accompanied by a high 
rate of labour turnover and some 
absenteeism. 

According to reports, as high 
as one-fifth of the national out- 
put of radio and television sets 
has been produced there, half 
the production of foam rubber 
upholstery, and the only United 
Kingdom production of the 
antibiotic drug, aureomycin. 
Some 4,000 people work for 

over 30 firms on the estate, 
although three companies, Dun- 
lop Rubber, Murphy Radio and 
Radio and Allied Industries, are 
responsible for the major propor- 
tion of those employed. There 
are also factories engaged in the 
production of drugs, scientific 


instruments, industrial gloves, 
non-ferrous castings, parts for 
tractors and flexible tubing. 


The range illustrates the growth 
in the field of light industries, 
and it is perhaps surprising that, 
despite this influx, there are still 
fewer jobs for women than in 
most parts of Britain. Whereas, 
according to estimates, about 35 
per cent of the insured employees 
in Great Britain are women, the 
percentage in Wales is only 28. 

Nevertheless, the total women 
employed exceed 250,000, which 
is a radical change from the 
situation in pre-war days 
it 
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Rise of new 
factories 


[HE growth in employment 
in Wales to a record figure 
of nearly 950,000 in May, 1955, 
has been largely due to the 
growth in manufacturing 
industry. 

While employment in agricul- 
ture, forestry and fishing—as in 


the rest of the country—and in 
mining and quarrying, has 
decreased in both absolute and 


relative terms during recent years, 
those engaged in manufacturing 
industry ave continued’ to 
increase in numbers. 

The accompanying table shows 
the pattern of Welsh employment 
during recent years. From that 
table it will be noticed that manu- 
facturing industry now provides 
about one-third of all employ- 
ment in Wales. 

the year to June 30, 

1955, 66 new factories were 
completed with a combined 
area of 1,400,000 square feet. 
The effects of full employment 
and high wages are to be seen, 
not only in the increased level 
of retail sales, but also in the 
new records for savings estab- 
lished last year by the building 
societies and trustee savings 
banks. 

That is a situation which sug- 
gests that for the marketing man, 
a healthy and buoyant demand 
can be stimulated by the working 
section of the population. 

Turning from the general to 
the particular, an examination of 
the older industries shows that, 
in the coal industry, production 
is almost stationary and output 
is at an annual rate of about 23 
million tons. 

The reasons for this are varied. 

For instance, there has been a 
decline in the labour force, there 
has been little change in prodiic- 
tivity as a whole, a substantial 
number of men have been em- 
ployed on development work 
which is not immediately produc- 
tive, while, in some areas labour 
conditions have been strained to 
the point of pits closing down. 

However, there is a consider- 
able amount of investment which 
has not yet reached fruition, 
including two new anthracite pits 
at Abernant and Cynheidre, and 

@ Continued on page 40 


Changing Pattern of Employment, 1948-1954 


Industrial Group 


Agriculture, forestry and fishing 
Mining and quarrying 

Metal manufacture 

Other manufacturing industry 
Building and constructing 
Transport and utilities 
Distribution 

Administration and services 


Source 


Banker, April, 1956, 


Mid-1948 Mid-1954 
(000s) si (000s) si 
: «tt = fa 
146 17-1 136 14-7 
81 8-8 81 8-8 
176 18-4 219 23-7 
66 7:2 56 64 
105 11-4 104 11-2 
83 9-0 88 9-5 
221 24-0 207 22-4 
916 100-0 925 100-0 


Pe : a ee 
“' ~~ e : 
‘ ee .\ 
| ; : 4 <7 | * 
ae . rie S . Be. 
7 ie, ts || he 
y jae Ee. _ 
S Qiaei: I 
ii yo a i St ii 7. La 
Ps | § Tae | ote : 
a ne 
— 
os nn 
ee 
| sahaabaen 
t —oree . = 
_ - — ] 
| a —Ty nn cree 
“eae a SB Yt RT - 


ADVERTISER'S WEEKLY 


From 
DARKEST AFRICA 


replies have come! 
The pulling power of the 


NORTH WALES 
CHRONICLE 
Group 


is unrivalled 


NORTH WALES CHRONICLE 
NORTH WALES PIONEER 
FLINTSHIRE OBSERVER 

Y CLORIANYDD (Welsh) 
HOLYHEAD CHRONICLE 


COVER 
NORTH WALES 
for you. 

14)- per s.c.i. 


CAXTON HOUSE, 
BANGOR 
Tel.: 378 


London Office: 
80, Fleet Street, E.C.4. 
Tel.: Cen 4438 


WE 
DON’T 
PLAY THE HARP ... 


we seldom wear a leek 

and (shame on us) we hardly know a word 

. But probably your demand for 

, leek-adorned linguists is limited, 

and more usefully we might tell you about 
our abilities as photographers 


Based in Cardiff, the capital city, we can 
effectively cover Wales, and also the West 
of England, with a service of industrial 
photography equal to the best. Working 
with modern equipment on large negatives, 
and up to 10 kilowatts of lighting for loca- 
tion work, we specialise particularly in 
creative industrial shots We like to 
produce pictures which sparkle, needle- 
sharp, with lush blacks and glistening 
highlights 


if that's the type of photography you 
want, we would appreciate the opportunity 
of working for you . and we think you 
would like our work. Perhaps some day we 
may get together—wherever you are we're 
only half-a-minute apart by telephone 


INDUSTRIAL & ADVERTISING 
PHOTOGRAPHY 


HYLTON 
WARNER «4 company 


Castle Court, Westgate Street 


CARDIFF 


Telephone 23860 


INDUSTRIAL AND ADVERTISING 
PHOTOGRAPHY IN MONOCHROME 
AND COLOUR. 


lémm. FILM PRODUCTION 
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WALES AND THE BORDER COUNTIES 


many major re-organisation 
schemes. Total expenditure on 
schemes already approved in prin- 
ciple will be over £55 million, 
and once completed there should 
be an increase in productivity and 
possibly an increase in the labour 
force. 


The southern part of Wales has 
long been famous for its coal, and 
in the past the region has also 
found an outlet for its energies 
in the export of it. The curtail- 
ment of exports has reduced 
activity in this field and this un- 
happy development is reflected 
in the falling trend in the strength 
S the Cardiff-owned shipping 

ect. 


As compared with 1938, when 
there were 145 ships of 528,000 
gross tons, and with 1948, when 
there were 61 ships of 281,000, 
by last year the total had fallen 
to 50 ships of 242,000 tons. 

The reduction in coal exports, 
together with a decline in the fish- 
ing fleet, has constituted a major 
problem for the ports in South 
Wales, and the Ministry of 
Transport is being urged by the 
Industrial Association of Wales 
and Monmouthshire to modernise 
Bristol Channel ports and to pro- 
vide extra ship-repairing facili- 
ties to deal with large tankers. 


To compensate for the decline 
in coal traffic, a greater volume 
of general cargo is required and 
the ports, particularly Newport, 
are trying to persuade the indus- 
trial firms in the Midlands to use 
their facilities to a greater extent 


yw industrial deveiop- 
ment has been proceed- 
ing at a considerable pace, the 
road improvements in South 
Wales, as indeed in the rest of 
the country, have fallen 
behind. 

However, in March this year 
it was announced that the work 
on a £394,000 scheme to improve 
nearly two miles of roadway and 
bridges on the London-Fishguard 
route is to be started immedi- 
ately. In October last year the 
Neath by-pass road _ bridge, 
which connects the industrial 
centres of Briton Ferry and 
Swansea, was opened. The new 
road reduces the former 12-mile 
journey between the two places 
by half. 

As opposed to the indifferent 
record of the coal industry, the 
iron, steel and tinplate indus- 
tries have continued to expand. 
Crude steel production in- 
creased again last year and as 
a percentage of the United 
Kingdom output it has risen 
from 27 per cent in 1953 to 
nearly 28 per cent—over one- 
quarter of the nation’s total 
steel output. 

The new investments in the 
iron and steel industry have been 
at a very high level. The Steel 
Company of Wales is nearing 
the end of the second stage of 
its development programme, in- 
volving an expenditure of about 


COVER PIC- 
TURES: The 
scenes re pro- 
duced on the 
front cover of 
this survey of 
Wales and the 
Border Counties 
were taken by 
Hylton Warner. 


A phase in brush 
making at _ the 
establishment of 
Southford Ltd., 
Cardiff. The de- 
pendence of Wales 
upon the heavy 
industries has been 
halanced during 
the postwar years 
by the rise of 
lighter ones. The 
effect upon stabi- 
lity of employment 
has been marked 


than hitherto. 

The Milford Docks develop- 
ment scheme is one of the 
largest new capital works now 
in prospect, and the govern- 
ment are being urged to allow 
this scheme—which will cost 
between £3 and £4 million— 
to go forward. The plan pro- 
vides for the building of a new 
dry dock capable of accom- 


Picture by H 


modating the largest ocean- 

going tankers, a wet basin and 

an oil discharge jetty. 

In passing, it is perhaps of 
interest to note that, in deference 
to the volume of support for the 
step in Wales, the government 
are prepared to recognise Cardiff 
as the capital of the Principality. 
No formal measures are required 
to give effect to this decision. 


lion Warner 


Tron and steel continue 


major developments 


million 
£73 million spent between 
and 1952 on the first stage. 


£54 additional to the 


1947 


The second stage includes a 
new blast furnace (the largest in 
Europe), four new steel furnaces, 
and a battery of 90 coke ovens 
and ancillary equipment at 
Margam; at Velindre, near 
Swansea, there is the new cold 
reduction plant with two electro- 
lytic tinning lines. 

The blast furnace and steel 
furnaces, when fully in opera- 
tion, should increase the ingot 
capacity of the company to a 
minimum of 2.4 million tons 
a year. 
The vast organisation of 

Richard Thomas & Baldwins 
have installed additional coke 
ovens and a new tinplate mill at 
Ebbw Vale, and extensions to 
the works of the Guest Keen 
Iron & Steel Company’s works 
at Cardiff are due for completion 
this year. 

In North Wales, John 
Summers have brought a_ big, 
new blast furnace and additional 
coke ovens into operation, while 


further  steel-making capacity 
and new rolling equipment will 
be finished during the summer. 

The record of progress and 
development is indeed impressive 
and the value of the Welsh sector 
of the industry to the nation’s 
economy can be gauged from the 
statements that Wales produces 
some 85 per cent of the total 
United Kingdom output of steel 
sheet, and that at the Ebbw Vale 
plant of Richard Thomas & 
Baldwins iron output in 1955 at 
450,912 tons was some 85,000 
tons higher than in 1954, and 
steel production during the year 
was about 44,000 tons higher than 
a year earlier, both figures being 
record levels. 

The following figures show the 
experiences of the industries this 
year: 

During the first quarter of 
1956, the annual rate of pro- 
duction of crude steel was 6.3 
million tons against 5.8 million 
tons in the corresponding 
quarter last year and repre- 


@ Continued on page 42 
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The Liverpool Daily Post is proud of 


its high reputation in 


North and Nid Wales 


A special Welsh Edition every morning 


has been welcomed there for many. 


many years and it is one of the 


reasons for the newspaper's wide 


advertising influence 
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e€ occasionally 
meet people who ask, 
“What on earth do you 
do in Colwyn Bay?” 
The simple answer is . . . 
everything in advertising 
for anyone with a product, 
or a service, to promote. 
In fact, the same fully 
comprehensive advertising 


service, founded on intimate 


local understanding, that 


one expects from any of the 


six, Strategically-sited 
McCONNELL offices. 


McCONNELL & CO. (ADV ERTISING) LT D 
D BA ele 
25:PRINCES DRIVE, COLWYN * 


Since 1831 


in the holiday land and very heart of Wales, the 
papers that hold the ground, in English and Welsh, 
are in the 


Carrnarvon Perald 
Series 


Circulation, December 1954 (ABC): 28,232 
December 1955 (ABC) : 29,265 


% See our North Wales Agricultural Show 
Supplement this week (July 27). 


CAERNARVON 654-3 


LONDON : D. CLACKSON, 80 FLEET STREET 


(FLEct St. 2626) 
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WALES AND THE BORDER COUNTIES 


Ke 


Picture by Hylton Warner 


Insulators for sparking plugs passing through ovens at the factory 


of KLG Ltd., at Treforest. 


Great progress has been made in the 


light industrialisation of Wales. 


sented over 29 per cent of the 
national production against 
28.6 per cent a year ago. The 
steel sheet output was running 
at the rate of 2.14 million tons 
as compared with 2.10 million 
tons, which is 88 per cent of 
British production; while the 
output of tinplate at an annual 
rate of 924,000 tons repre- 
sented 98.6 per cent—a figure 
to pause and reflect on—of 
the national output 

The steel industry in Wales it 
can be seen is in excellent shape 

and the future holds no terrors, 

Electrical engineering 
The South Wales Switchgear 

organisation, of Blackwood, 
which exports switchgear, trans- 
formers and cable, has _ been 
developing new products and at 
Newport the Standard Tele- 
phones and Cables Company has 
had a good year. 

In the newer industries—for 
example, the manufacture of 
nylon and rayon was only 
eight years ago that the first 
nylon yarn was produced in the 
Pontypool factory of British 
Nylon Spinners. 

Progress has been main- 
tained, building is still going 
on, and production has in- 
creased to a level which makes 
Britain the largest producer of 
nylon in Europe and the 
second largest in the world. 
Output of Fibro yarns at 

Courtauld’s Greenficld works, 
Holywell, Flintshire. the largest 
staple fibre factory in the world, 
has continued to expand, reach- 
ing the new record levels of 
over 200 million Ib. a year 
Fibro is also produced on a 
limited scale in part of Cour- 
tauld’s Flint works. 

At the Deeside Mill, Flint, ex- 
tensions announced last year to 
provide increased capacity for the 
processing of man-made fibre 
yarns have, in the main, been 
completed. Altogether, accord- 


ing to a recent report, Courtaulds 
employ nearly 6,000 people in 
their various plants on Deeside 
producing rayon. 

In the chemical industry, most 
of the major expansions in the 
industry, and in the plastics in- 
dustry, have been in the area near 
the coasts of Glamorgan and 
Monmouthshire, where a_ con 
siderable proportion of Britain's 
plastics production is now con- 
centrated. 

Last, though certainly not 
least in the industrial sphere and 
in their importance to the 
prosperity of Wales, are the trad- 
ing estates, which have intro- 
duced a new element in the 
pattern of Welsh industry. 

In the factories administered 
by the Wales and Monmouth- 
shire Industrial Estates Ltd., 
although the numbers employed 
have declined slightly from the 
record figure of over 66,000 in 
late 1955 to about 63,000, 
employment remains good. As 
a result of the credit restriction 
policy, larger hire-purchase de- 
posits and higher rates of 
purchase tax, output in the 
furniture, radio, electrical and 
motor components industries has 
declined, and a number of 
workers have been either on 
short time or dismissed. 

So far, however, the numbers 
affected have been small. 

Reference has already been 
made to Hirwaun, and at Tre- 
forest, where employment has 
reached the 10,000 level, exten- 
sions and developments have 
been taking place. At Bridgend 
the employment figure is _ re- 
ported to be at a steady figure 
of 5,000, while on the Swansea 
estate progress has been steady. 
Teddington Controls, Ltd., have 
recently taken over a vacant fac- 
tory at Ammanford, and the 
completion of an extension to 
another factory of Home 
Fittings (Great Britain) Ltd., at 
Tumble, is also reported. 
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THEY TALK IN MILLIONS IN 
THE VALLEYS OF SOUTH WALES 
AND MONMOUTHSHIRE. 


The opening of a 5-stand tandem cold reduction mill at Ebbw 
Vale steelworks this year completed a £12,000,000 develop- 
ment plan. 

The Rhymney Valley mines earned £17,000,000 for the National 
Coal Board last year. 

Heavy industries give a sound basis to the prosperity of Merthyr 
Tydfil, Ebbw Vale, Bargoed, Caerphilly, Pontypridd, Porth, 
Tonypandy, and a host of other South Wales and Monmouth- 
shire towns whose weekly news reaches the people through 
one of the papers in the 


MERTHYR EXPRESS 


PONTYPRIDD OBSERVER 
RHONDDA LEADER 


A.B.C. Certified Net Sale 


62.050 


Combined Rate 27/6 per s.c. inch 


Glebeland Street. Merthyr Tydfil. 50 Taff Street, Pontypridd. 
Tel. 995 Tel. 2453 


London Representative: 
E. J. WILLS, 118 Fleet Street, E.C.4 Tel. FLEet Street 2715 & 4571 
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%& PROSPEROUS HEALTH RESORTS 


THRIVING AGRICULTURAL AREAS 
FULLY COVERED BY THE 


LATEST A.B.C. 


21,522 


Rate Card and Specimen Copy 
Advertisement Manager: 

THE QUAY, CONWAY. Tel. 2212. 
Nationally Represented by 
WILL KITCHEN, Jr. LTD. 
131, FLEET STREET, E.c.4. 


for sound advertising counsel 


CREIGHTON GRIFFITHS 
LIMITED 


Incorporated Practitioners in Advertising 


50 CATHEDRAL ROAD, CARDIFF 


189 REGENT STREET, LONDON, W.1/ 
Telephones : CARDIFF 30371 and REGent 5179 


The Free Pres 


Of Monmoutbhsbivre. 


Affords the best cover for this growing 
Industrial and Rich Agricultural Area, with a weekly 
sale of over 16,000 in one edition. 


Established 1859 A.B.C. Member 


Head Office: 
FREE PRESS OFFICE, PONTYPOOL - 


London Office: 


E. J. WILLS, 118 FLEET ST. - FLEet St. 2715/4571 


Phone 10 
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‘Valley of coal’ now has 
many new industries 


says J. H. CARMICHAEL, 


ADVERSITY and depression 
gone, if not forgotten, the 
Rhondda with its 110,000 in- 
habitants is now one of the 
most industrialised areas in 
Great Britain, its future 
secured by ambitious mining 
projects coupled with a 
planned economy based on a 
variety of comparatively new 
but progressive factories. 

The Rhondda—composed in 
reality of two valleys, Rhondda 
Fawr (Big Rhondda) and 
Rhondda Fach (Little Rhondda) 

is an almost unbroken 
sequence of compact, but distinc- 
tive, villages, each with its own 
thriving business centre serving 
the needs of densely-populated 
communities. 

Development of coal resources 
in the 19th century, when more 
than 40 pits were sunk, attracted 
tens of thousands of immigrants 
to the “Black Klondike,” and 
created a cosmopolitan popula- 
tion, with the West Country burr 
and the Irish brogue still mingling 
in striking contrast to the lilting 
Welsh speech. 

Came the General Strike of 
1926, and the “summer of soup 
and speeches,” heralding an era 
of despair with 21,000 jobless by 
1932, and one-third of the 
Rhondda’s people migrating in 
search of work. 


Extensive mechanisation 


But, since 1947, the National 
Coal Board has installed trunk 
conveyors, disc shearers, coal 
ploughs and other mechanical 
aids at local collieries. Two 
imaginative pit development pro- 
jects alone will ultimately cost 


more than £12 million. Hundreds 
of millions of tons of coal re- 
serves beneath the scarred moun- 
tains ensure the security of the 
mining industry for generations 
to come. 

Wisely, a bitter lesson has 
been well learnt, and the 
Rhonddz no longer relies on a 
single industry for its well- 
being. Wartime skills, culti- 
vated at the vast, neighbouring 
Treforest Industrial Estate, 
have been harnessed in 30 new 
factories built mainly in post- 
war years. 


The “Valley of Coal” is now 
equally famed for its shoes, 
chemicals, rubber, plastics, 
springs, clothing, bags, leather 
goods, tubes, steelwork, varied 
engineering products, and 


numerous other articles. Gigantic 
works at 


steel Margam, wide- 


of the Rhondda Leader 


spread building projects, the 
Treforest, Hirwaun and Bridgend 
Trading Estates, numerous under- 
takings in a booming surround- 
ing area, all claim their quotas of 
Rhondda workers. 

Women and girls have emerged 
from the household, and the 
factory lasses, both married and 
single, have now become as much 
a part and feature of the Rhondda 
as their Lancashire counterparts. 


Shropshire 


modernises 
by T. W. CARTWRIGHT 
of the Shrewsbury Chronicle 


SHROPSHIRE, England’s 
largest inland county, has 
a split personality. Many 


people think of it as rich agri- 
cultural country—and so, in- 
deed, it is. But (and this is 
less widely known) it is also an 
industrial area of some con- 
sequence. 

It was in the eastern part of 
Shropshire, around Coalbrook- 
dale, that the industrial revolu- 
tion began, set in motion by the 
discovery of commercial pro- 
cesses of smelting iron with coal 
and coke. However, 30 years ago 
it seemed as if Shropshire’s in- 
dustries were dying. The reserves 
of coal, ironstone and fireclay 
were nearly exhausted. 

Since the war, however, East 
Shropshire has taken on a fresh 
lease of life. New kinds of 
factory have been introduced and 
others are planned. 

The secret of Shropshire’s 
present prosperity is that although 
it has its roots firmly in the past, 
it is looking to the future. Indus- 
trial progress is not confined to 
the eastern area. The county 
town itself manufactures tele- 
vision sets, electronic equipment 
and the tools of automation. It 
has an industrial suburb which 
has grown apace since the war. 

Nevertheless, Shropshire  re- 
mains mainly agricultural. Dairy 
and mixed farming predominate, 
but all types of agriculture are 
carried on, up to and including 
hill farming. In recent years 
many hundreds of acres of rough 
hill land have been brought 
under cultivation. 


Agriculture is as _ highly 


mechanised in Shropshire as any- 
where in the world. 
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OLDEST WEEKLY NEWSPAPER IN 
CENTRAL GLAMORGAN, HAS THE 
LARGEST CIRCULATION IN’ THIS 
IMPORTANT AREA OF SOUTH WALES 

Established 1866, the Gazette radiates from the following 

towns as centres of its 

FOUR MAIN EDITIONS 


BRIDGEND Central and Market Town of Mid-Glamorgan 
MAESTEG Largest Mining Town 

PORT TALBOT Home of Europe's Greatest Steelworks 
PORTHCAWL Leading Welsh Seaside Resort 


Figures Certified by Audit Bureau of Circu- 
lations Show an Amazing Record of Progress. 
AVERAGE WEEKLY NETT SALES: 


9DOZ>ro 


so » 


Half Year to December, 1951 15,932 
, June, 1952 16,699 
. Dec., 1952 17,002 
, June, 1953 17,222 
, Dec., 1953 17,693 
» June, 1954 18,353 
, Dec., 1954 18,960 


1956 19,867 
ON THIS BAS:S OLR CIRCULATION IS 
WELL OVER A MILLION COPIES A YEAR 
THE GAZETTE COUNTS FOR NEWS, VIEWS 
and REPUTABLE ADVERTISING 
Head Office: QUEEN STREET, BRIDGEND 
Telephone: 119 
PUBLISHED FRIDAYS, 3d. 


GAZETTE 


MUST BE YOUR FIRST THOUGHT 
WHEN CONSIDERING 


THE WELSH MARKET!— 


| ies WALES HERALD 


Circulates throughout South-West 
Wales, with a concentrated circu- The Principality’s foremost topical 
lation within a radius of 20 miles Illustrated Weekly Newspaper- 


of Swansea—Certified Average 


Certified Average Weekly Net 
Daily Net Sale in excess of 76,000 


Sale in excess of 25,000 


R. H. PENNEY 
Advertisement Director 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED 
163, Queen Victoria Street, London, E.C.4. Tel. FLEet Street 6000 


You should advertise in the 
COUNTY NEWSPAPER 
of Pembrokeshire 


The 
Pembroke County and 


West Wales Guardian 


(The Farmer's Paper) 


Also covers : 


South Cardiganshire and 


West Carmarthenshire 


Head Office : 
18 MARKET ST., HAVERFORDWEST te’. 57 


Branch Offices at MILFORD HAVEN, PEMBROKE 
DOCK, etc. 


Essential for the complete coverage 
of Monmouthshire 


South Wates Arcus 
3 Editions Daily 


FLAT RATE 
15’- 


PER S.C. INCH 


JANUARY-JUNE, 1956. 


54,103 


DAILY NET SALE, 


Head office : London office : 
HIGH STREET, 150 FLEET ST., 
NEWPORT, LONDON, E.C4. 


MON. Tel. Fleet 
Tel. 62248. Strect 3336. 
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To Advertise is Easy 


BUT to get to the public you want is a matter that 
requires careful research, a knowledge of the product 
and the market and the media. 


The best way to reach the public of West Wales, the 
people who work on the farms, in the shipyards, who 
gather the harvests of the sea, the people who live in 
the big houses as well as the country cottages, is to 
use the Western Telegraph, the newspaper read by 
nearly everyone in West Wales. After more than a 
hundred years of success it is more than a habit. 
It is an institution. 


Follow the man on the spot who knows the 
paper with the pulling power. 


THE WESTERN TELEGRAPH 
& CYMRIC TIMES 


PEMBROKE CARMARTHEN 


CARDIGAN 


Head Office: 
Bridge Street, Haverfordwest. 
Telephone : 58 and 459 


London Office : 


64 Fleet Street, E.C.4. 
Tel.: FLEet St. 7955 


qe 


WELLINGTON JOURNA * 


NET SALES ob OD. Bebop WEEKLY (ABC) 


London Representative 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 


—— ad 


BRECON and 
RADNOR EXPRESS 


Unrivalled in the ote 3 


Two Counties 118, FLEET ST., E.C.4. 
FLEET ST. 2715/4571. 
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WALES AND THE BORDER COUNTIES 


Planned advertising can 


change ingrained habits 


reports ARNOLD E. JONES, 


managing director, McConnell & Co. (Advertising) Ltd. 


NDUSTRIAL Wales has a 

new look—one of optimism, 
I do not mean only the basics: 
coal and steel; or the branch 
factories of  old-established 
concerns. |] am thinking rather 
of the remarkable crop of new 
“light” industries which have 
grown up, mainly since the 
last war, on trading estates and 
near most of the townships of 
the Principality. 

Often begun as a 
absorbing redundant 
(which in Wales 
adaptable) they 


means of 
labour 
proved most 
have developed 
into businesses of national— 
often international—-repute. 
One can cite in particular the 
case of Consolidated Chemicals 
Ltd., as an example of the way 
enterprise, sound production and 
advertising combined to open up 
new markets for Welsh industry. 
A wide variety of ethical 
medicines and veterinary pre- 
parations for both home and 
export markets is produced by 
Consolidated Chemicals Ltd. 
Since their first factory was built 
on the Wrexham Trading Estate 
in 1950, it has been extended 
almost every year The latest 
equipment and packing methods 
(most important in their field) 
are continuously a into 
their modern laborat 
Their medical prepar aia call 
for special marketing techniques. 
Of more general advertising 
interest are their veterinary pre- 
parations, such as _ Fostofod, 


( Fed only o1 on FOSTOFOD from birth. these PIGS weighed 


I9iis a3 wees Alls at 6 weeks j 


FOSTOFOD is obtoinadie f.. 
for FREE FOLDER from pow 


One of the bold ai 
aimed at changing 


loco! dealers, or write | 
Dustributer: 


which, like all other Consoli- 
dated Chemicals products, - fulfils 
a hitherto unsatisfied need. It 
is a synthetic sow’s milk for pig- 
lets from birth to six weeks. 
Artificial feeding of piglets had 
proved advantageous in the 
United States and the Nether- 
lands, but it was unknown in 
Britain (apart from several years’ 
supervised testing of Fostofod) 
when McConnells were instructed 
to plan its advertising. 


Increasing distribution 


Not only was it a new pro- 
duct, representing a new tech- 
nique of feeding piglets, but it 
was the first food (as distinct 
from medicinal) product of 
Consolidated Chemicals who 
customarily sold through 
chemists on medical or 
veterinary advice. New  dis- 
tribution channels were laid 
down by appointing as area 
agents several carefully selected 
large-scale wholesale agricultural 
merchants who, together, covered 
the effective areas of Great 
Britain and Northern Ireland. 

These agents not only had to 
promote the sales of Fostofod, 
either directly to breeders or 
through retail merchants, but 
were also charged with the 
obligation of maintaining pro- 
gress reports of all possible 

Fostofod-fed litters, reporting 

periodically to the manufac- 

turers and thus building good- 
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vertisements used in the Fostofod campaign which 
traditional methods of feeding pigs. 


The product 


is now well established. 
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Changing 
hE DIES —coninues 


will—and also providing 

specific data for publication. 

A two-pronged advertising cam- 
paign ensued. 

The first, by direct mail, was 
to all veterinary surgeons among 
whom the company enjoyed con- 
siderable goodwill and who 
exert great influence with 
breeders. The main “ingredient” 
was a folder explaining authori- 
tatively. comprehensively and 
factually the case for Fostofod 
feeding. It was stressed that the 
effect would be healthier, fatter 
piglets with three litters a year 
instead of the normal two and 
full data was given as to how and 
why this form of artificial feeding 
has proved to be an improvement 
on feeding from the sow—and 
so on 

The second prong was directed 
to pig breeders :— 

@7To a selected list, using 
the explanatory folder, by 
direct mail. 

®@ To pig breeders in general 
by means of press advertising 
in the pig-breeding and farm- 
ing journals and also on behalf 
of the area agents in appro- 
priate local newspapers and 
farming journals circulating in 
their individual territories. 
These press campaigns have 

gone through two phases. 

The first was introductory ; 
exciting interest by the bold 
claim for extra profits through 
this new idea of artificial feed- 
ing. But it was realised that 
trade press advertising could 
provide only the headlines and 
that more specific information 
would be required by breeders 
before they would change a long 
established practice. Accordingly, 
all advertisements invited them 
to send for the detailed literature. 

The number of inquiries indi- 
cated a very widespread interest. 


*E Pig femora 


1 Ib. ‘of 


FOSTOFOD 
= 1b. of & 
live weight 


—proof thet 

Fastofod is the most 

profitable and economice! food 

for feeding pigiets FROM BIRTH 
warghe tence 


- somes. 
move pegiow MG faom Bin Ts Ons 


FOSTOFOD FOLLOW. ON 


for dry feeding efter 34 weeks 


“FOSTOFOD” AND “FOSTOFOD FOLLOW-On™ 


are obtainable frem you ‘oxal dealer 


The success of the original 
Fostofod campaign has given rise 
to the “Follow-on” product. 


To convert those who, while 
interested, needed to be con- 
vinced before “risking their 
stock,” the second phase of the 
campaign gave specific examples. 
At agricultural shows 
throughout the country, husky 
piglets fed on the product pro- 
vided further visual proof of its 
eTectiveness. 

The success of this campaign 
can be judged by the widespread 
demand it created for a “Fostofod 
Follow-on” food in order to 
maintain the progress of piglets 
beyond the six-week period. 


ADVERTISER'S WEEKLY 


WELCOME 


No weekly newspaper in the 
country is more warmly or eagerly 
welcomed within the homes 


of its readers than the. . 


“RHYL 
JOURNAL” 


(Tel: 41) 


The FAMILY paper in more than 15,000 
homes Every Week 


. and an intimate SHOP WINDOW 
fr all KEEN - 
Companion newspapers are the 
” DE NBIG HSHIRE FREE 
and 
“PRESTATYN WEEKLY ” 
Rate Card and full details on application to : 


The Advertising Manager, 
North Wales Press Co. Ltd., Russell Road, Rhyl. 


1dvertisers 


PRESS ” 


INDUSTRIAL WALES 


TO COVER AGRICULTURAL AND 


118, FLEET ST., E.C.4. 
FLEET STREET 2715/4571 


LLANELLY 
STAR 


Series 


With a house-to-house sale in the important industrial 
area of Llanelly, and a widely distributed circulation 
in the outlying area which includes Pembrey, Burry 
Port, Pontardulais, Gorseinon, Gowerton and Loughor, 
no other media offer national advertisers better cover- 
age in this rich field of potential customers. 


LLANELLY STAR 
LLWCHWR STAR 


BURRY PORT STAR 


CIRCULATION MARCH -JUNE, 1956= 16,625 
Copies sold per issue. 
(Increase of 44! since previous statement, Dec., 1955). 
Head Office 
Star Building, Murray Street, Lianelly, Carms. 


London Agents: 
Newspaper Representations, Ltd. 
Thanet House, 23! Strand, London, W.C.2. 
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How much space do you waste in stationery storage ? Have you rooms filled with 
old catalogues and out of date"forms ? The Rotaprint method of printing 
enables you to print smaller quantities"at one time thus minimising the risk of 
accumulating obsolete print. This is because repeat runs are so economical and jobs 
may be stored on thin metal plates in the minimum of space. 

JUST THINK OF THE CONVENIENCE of printing office and accounts forms— 
booklets, catalogues and folders. The latter with a quality of reproduction that will 
make the sales staff really sit up and take notice. 

The coupon below is for your convenience and involves you in no obligation at all. 


u7 
ENQUIRY FORM 


Please send, without obligation, printed specimens and full 


* details of Rotaprint. 
C) rare Nan 


DEPT. 


Pin this Enquiry Form to your letterheading and post to 


Sma | l oO f f set ROTAPRINT LTD., HONEYPOT LANE, LONDON, N.W.9. 


Tel : COLindale 8822 (12 lines) 
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DIRECT MAIL 


.c. in aetten 


What every advertising agency 


should know of direct mailing 


HE evolution of the adver- 
tising agent from the 
deal-over-the-bar era (having 
first softened the sales resist- 
ance by a liberal application of 
liquor) to his present stream- 
lined efficiency is a tale of ever 
increasing service to the client 
and | will not presume to 
answer the question: “Is the 
general advertising agent 
equipped to handle direct 
mail?” 
| would, however, say that 
proficiency in the handling of 
press, poster, radio, television, or 
film publicity does not per se 
equip an agency to handle a 
direct mail campaign. And as 
this branch of advertising has not 
received the same intensity of 
study as have others, it may be 


By J. W. W. CASSELS, 
director, Admac (London) Ltd. 


helpful to point out some of the 
problems that will have to be 
tackled before an agency can 
justifiably claim to be equipped 
to handle direct mail. 

In one respect no agent will 
dispute that he is not equipped. 
He cannot, does not, aspire to 
handle the ‘mechanics’ — the 
building of mailing lists, the ad- 
dressing of envelopes, the repro- 
duction of facsimile letters and 
all the preliminaries before a 
direct mailing reaches the post 
office. 

But if the agent appreciates the 
complexities involved in carrying 
out this work, he will be less 
likely to demand the impossible. 
I have to say here that the client 


Front cover o#f the 
> leaflet designed by 
+ Admac_ (London) 
= Ltd., and used ina 

direct mailing cam- 
5 paign. The inside 

double — spread 
draws attention to 

m actual examples of 
' selling by the 

Sterolist. The back 
= page carries details 

of a free trial offer. 


who has often dabbled in direct 
mail on his Own initiative, some- 
times understands the difficulties 
better than the agent. 

It is a major operation to get 
50,000 envelopes addressed. It 
demands an army of typists, 
available on call, who can be 
relied on to type those things that 
ought to be typed and to leave 
untyped those things that ought 
not to be typed. 

This small army must be mar- 
shalled by telephone or telegram. 
The most meticulous instructions 
must be issued to each girl and 
sufficient of the finished work 
must be checked to make sure 
that it has been done properly. 


Addressing the envelopes 


Perhaps 25 girls have been put 
to work each having undertaken 
to return her portion by a certain 
date. If one girl fails to be 
punctual, the whole programme 
is thrown out of gear and the 
mailing house may find itself try- 
ing to explain the difficulty to an 
individual who simply cannot see 
where any difficulty exists. If 
one agent, a few years back, had 
realised what was involved, he 
would not have tried to get 50,000 
envelopes addressed in one after- 
noon! 

Another small army must be 
available to assemble the contents 
of the mailing, insert them into 
the addressed envelopes and per- 
haps compare the name on the 
envelope with the name on the 
letter and get them ready for 
posting. If any ingredient, say a 
business reply card, fails to arrive 
on time, the whole mailing is held 
up. And as other people's work 
is waiting, it is no use being hurt 


because the mailing cannot im- 
mediately be put in hand when 
the cards turn up a day late. 

Misunderstanding of the prob- 
lems involved may cause unfair 
pressure to be put upon the mail- 
ing house and may end in con- 
fusion or worse. 

So although no one would ex- 
pect the agent to be able to carry 
out the ‘mechanics,’ mailings 
will proceed more smoothly if 
there is someone on the staff who 
thoroughly understands the drill. 

The far more important 
question, however, is whether 
the agent is able to initiate and 
carry through a direct mail 
campaign. Let me amplify my 
point that proficiency in the 
production of press advertise- 
ments does not necessarily 
mean proficiency in direct mail. 

It can even develop an attitude 

towards direct mail that is a 

handicap. 

The press advertisement en- 
counters relentless competitors. 
Editorials, screaming headlines, 
illustrations, strip cartoons, other 
advertisements vie with each 
other and the advertisement is the 
only item which the reader 
seldom consciously notices. 

Getting a hearing 

Amid this clangour of compet- 
ing interests, the press advertise- 
ment must shout and gesticulate 
in order to be heard, The genius 
of artist and copywriter is con- 
centrated on making sure that 
the advertisement will capture the 
eye of the reader no matter how 
thrilling the news from the 
divorce courts. And during the 
brief moment when the eye does 
encounter the advertisement, a 
lasting impression must be made. 

Moreover space is limited. A 
wealth of meaning must be 


@ Continued on page 50 
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. is that it represents an 
accurate cross-section of the 
British market. 

Business, Professional, 
Leisured, Industrial and Agri- 
cultural classes are all included 
in the city and adjacent country 
areas. When you consider that 
you can secure blanket coverage 
of this cross-section (14 copies 
for every house in the city)—as 
well as a big circulation in West 
Wilts, and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and Keyn- 
sham) by using ONE paper—the 
Bath Chronicle, at a cost of 
only 10/- per s.c.i., the beauty of 
Bath as a test area becomes 
apparent. 

When you remember that this 
very area is one of the most 
prosperous in Britain, the wis- 
dom of including the Bath 
Chronicle in any schedule in- 
tended to cover the West is not 
just “‘ apparent ’’—it sticks out 
a mile. 


You can’t cover the West 
properly without the 


Bath 
Chronicle « weRao. 


ESTABLISHED ITE0 


eS 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, iL.7 
SHIRE NEWS & BATH WEF 
CHRONICLE. Get full details from 
Roberts, 134 Fleet Street, London, 
Arnold Ellis, Cromford House, 

Street, Manchester 4, or Head O/ 
Westgate Street, Bath 


“The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 


and the LOWEST rate 

per inch per 1000 copies. 

It is the only Newspaper 

printed and published in 
DUMFRIES. 

Ask for Specimen Copy, Rate 

Card, and Map showing where 

the “Standard” circulates. 

ABC Weekly Circulation 
35,539 

HEAD OFFICE: 

133 High Street, Dumfries. 
Telephone 19. 

BRANCH OFFICE : 

Castle Street, Kirkcudbright. 
Telephone 145. 

LONDON OFFICE : 


E. Greenwood, Ltd., 231-2 
Strand, W.C. 
Telephone, City 5906-8 


Est. 1908 Phone: Hol. 8641 /2 


ALERT 


Circularising Co. Ltd. 
87/93 LAMBS CONDUIT ST., W.C.1 


Directors: 


P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling. 


WARNES 
DIRECT MAIL SERVICE 


LONDON’S SPEEDIEST MAILING 
SERVICE. in today—out tomorrow 
Ask our representative - 
to call. Keen quotations. 

Van Collections. 8191 /2/3 


| his audience. 


| and his 


| shout. 


WARNES, 10, Station Parade, $.W.12. 


AUTOTYPE soe 
liaw5 


In black-and-white or colour 


AUTOTYPE COMPANY LTD. 
Brownlow Rd., London, W.13. Ealing 2691 
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DIRECT MAIL IN ACTION 


A medium with a totally 
different technique 


packed into a few words. The 
peak of attainment of an adver- 
tisement is when a phrase is 
coined which takes the fancy of 
the public. 

Direct mail, too, has many 
problems; but direct competition 
is not one of them. 

When a mailing piece is pulled 
out of the envelope it has no 
competition at all. For one fleet- 
ing second it has the undivided 
attention of the reader, undis- 
turbed by the vulgar shouts of 
competitors. Jts problem is to 
hold that attention and develop 
it into interest. It will be seen 
here that a totally different tech- 
nique is involved. 

The popular orator has his 
technique for casting a spell over 
His shouts and 
postures are toned down in the 
vast amphitheatre by the time 
they reach his hearers. But let 
this same man stride uninvited 
into a private house and open up 
the conversation by roaring some 
catchy phrase which had recently 
brought his hearers to their feet 
departure would be 
hurried. 

Uninvited message 

Direct mail invades in an un- 
invited manner the privacy of the 
home. It must explain itself 
quickly if it is to be allowed to 
remain, but the manner of its 
explaining should not be to 
It does not have to draw 
attention to itself; but it has to 
explain the intrusion. 

Many years ago a friend of 
mine, the advertising manager 
of a well-known company, had 
had particularly good results 
from a press advertisement. He 
also had a mailing list of active 
customers and so he sent them a 


pull of this same advertisement. 
The results were very poor. 
He brought the advertise- 
ment to me and we studied the 
problem together. Our con- 
clusion was that the very 
features which made it a suc- 
cessful press advertisement, 
prevented it being successful in 
direct mail. 

Another feature which is diffi- 
cult for the producer of good 
advertisements to grasp, is the im- 
portance of the letter. To him 
print is all important ; it gets him 
the results. Why include a letter 
when you can use print in as 
many colours as you like? 


Inadequate effort 


I once saw the efforts of a bril- 
liant copywriter to write a letter 
to accompany a booklet. It was 
so inadequate that one simply 
could not believe he had written 
it. I took him to task and found 
that, to him, the letter was so 
unimportant that he really saw 
no point in sending it. 


Now the importance of the 
letter is that it provides the per- 
sonal touch which distinguishes 
direct mail from all other forms 
of advertisements. If you 
ignore that factor, you may as 
well leave direct mail alone 
altogether. 

When I was demobilised I 
found the business world desper- 
ately short of paper. I knew my 
managing director wanted to re- 
start direct mail as soon as pos- 
sible, and I told him it would 
seem probable that shortage of 
paper would force us, for the pre- 
sent, to send out letters only. He 
replied that so long as we could 


@ Continued on page 52 


Prize winning 


7s . a ee 


These direct mai! 

and Dohme organi 
Products” of the 
Folding Paper B 
created to attract 
The carton is se 


Association. 


mailing pieces 
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For the business that needs to increase its sales while retaining an economic, but comprehensive 
advertising campaign, the Falcon Publicity are introducing a UNIQUE service 


NEWS ITEMS PRESS HAND-OUTS 
PErATIONS —_—~PRESS. PUBLICITY PRESS CONFERENCES aa 
PRODUCT FEATURES — FEATURE ARTICLES 


a 
| "BUSINESS IDENTITY = FRIENDLINESS 
FALCON IDEAS GOODWILL DIRECT 
ae _ REMEMBRANCE ADVERTISING APPRECIATION \ caLee 


( NEWSPAPER MASS 
DIRECT MAGAZINE MEDIUM | SALES 
ADVERTISING DIRECT MAIL = SPECIALISED PUNCH 
PRINTING ANCILLARIES = FOLLOW-UP 


FALCON PUBLICITY - 56 WELLINGTON STREET - STOCKPORT 


Telephone : STOckport 214! 


ADDRESSING 
FACSIMILE LETTERS 


FOLDING-ENCLOSING More Copies for less Money 


@ Telephone PRIVATE MAILING _ LISTS Olives ‘COPYCLEAR’ Duplicator paper has been specially 
CITY 4877 / 8 -.. We also have a large department devoted solely developed to reduce duplicating costs. It gives clean, clear 
to the regular maintenance of clients’ mechan- reproduction with minimum wastage on duplicators of all 
ised |ists—all dealt with the utmost efficiency makes. ‘COPYCLEAR’ is available in white and five 

e We have and confidence. attractive tints. 


the largest MEDICAL MAILINGS You can cut your duplicat- 

. ts sing Olives’ 
Mechanical , ‘We apiaiiids Ualinatiing on ‘COPYCLEAR’ Resim. 
Addressing DOCTORS, CHEMISTS, HOS- 


> PITALS and all branches of ; 
Organisation the Medical and allied C 0 a y C L E A K 
° Professi b 
in the Trade. — can be supplied through all the 


® principal Wholesale Stationers and 
Paper Merchants. Write today for a 
complete range of samples to:— 


. a6 OLIVES PAPER MILL CO LTD., WOOLFOLD PAPER MILLS, 
ZPLAVYHOUSE VAR - LONDON % WOOLFOLD, BURY, LANCASHIRE. 
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If 
first 
dont 
succeed 


in arousing 


your| interest 
we shall try 
again) and again 
because we believe 
that the best form 
of publicity is 
constant 
advertising. 

If, we have 
attracted you to 
read this far, 
may we interest 
you further in the 
services of our 


Ideasmen, Artists 


and Designers 
for your publicity. 


PUBLICITY 


& IDEA LTD 
(A 
“ 


OLO BURLINGTON 


ST... LONDON, W.}. 


Phone REGENT 235 5 


Always insist upon using ABC 
journals like the 


NATIONAL NEWSAGENT 
BOOKSELLER 
STATIONER 


and ensure a guaranteed 
net sale circulation 


aB 
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Details and rate card of this 
leading and independent 
trade journal from 
149 Fleet Street, E.C.4 


CITY 2604 (5 lines) 


? 
Chas seal 


SILK SCREEN ARTS | ie 


97 SHIRLEY ROAD.CROYDON 
ADDISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN & SHARP 
PATT MANS 


SPEEDY SERVICE 
\ EXPRESS 4 
DELIVERY 


OUR SPECIALITY IS 
SETTING AND PRINTING IN 


FOREIGN LANGUAGES 


Turkish, Russian, Polish, Hungarian, 
German, Czechoslovakian, Bulgarian 


“Atol” Printers Utd. 


263 Holdenhurst Road, 


BOURNEMOUTH, 
Boscombe 37764 Hants 


Can you handle - 
a medical 
account 


and feel satisfied that you have 


covered the market for your clients | 


if you have not included “FIRST 
AID & NURSING”? Don't forget 
that there is a vast semi-medical 


public intensely interested in the | 


pages of thisold established journal. 
Rates and specimen supplied with pleasure 


“FIRST AID & NURSING’ 


32 FINSBURY SQUARE, E.C.2 
MONarch 1541 
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Two ad men give their 
views of the medium 


send out letters, he would be quite 
happy. 

Long experience had taught us 
both that the letter used as a per- 
sonal approach is the most potent 
weapon in the direct mail locker. 

Have I given some indication 
of the “know-how” required in 
order to produce and carry to 
fruition a direct mail plan? I 
will not, I repeat, presume to 
judge the advertising agent—for 
whose efficiency I have the highest 
regard. 


Opinion of professional 

I thought, however, it might 
round off this article if I asked 
the opinion of two men well 
qualified to judge. Neither of 
these gentlemen, both of whom 
asked to be nameless, has read 
this article. The first was an 
advertising agent who has had 
wide experience of direct mail. 
He wrote: 

“Any sensible advertising agent 
today recognises that in the post- 
war years direct mail has come 
very much to the fore, and we 
must admit that the tangible, 
traceable results produced have 
caused many advertisers to 
change their budget ideas and 
spend more on direct mail adver- 
tising. 

“Since in pre-war years direct 
mail as a profession was not par- 
ticularly attractive from a mone- 
tary point of view, it must be 
recognised that there are rela- 
tively few people in Britain who 
have a really worth-while know- 
ledge of its technique. 

“Those who have are well 
paid, and this is where the 
average agency, large or small, 
meets a difficulty, since they 
could not afford to maintain a 
team of brains for direct mail 
advertising. 


Value of department 


“Since, however, it is an age of 
specialisation the advertising 
agency need not be afraid of not 
having their own department and 
would be very unwise to try and 

| persuade their clients that they 
had. They will just have to 
| recognise that in this highly 
specialised field they must use 
outside experts, and they would 
indeed be wise to call in such 
people during the early days of 
their planning so that direct mail 
can be properly correlated into 
the whole advertising pattern. 

“It should be borne in mind, 
| 00, that many advertising 
| agents have been forced to 

recognise in recent years that 
| well-planned direct mail can 
materially increase the results 
| from other forms of advertis- 

ing.’ 
| An advertising manager who 
‘ 


| has worked with a number of 
advertising agents gave his view 
as follows: 


How to sell 
successfully 
bydirect mail 


NEW edition of the book 

of this name is being 
prepared for publication in 
October. Written by J. W. W. 
Cassels, and published by 
Business Publications Ltd., in 
association with B. T. Batsford 
Ltd., the first edition came out 
in August, 1954, and was an 
immediate success. Writing in 
ADVERTISER'S WEEKLY at the 
time, Cecil V. Wattenbach, 
sales director, Dictograph 
Telephones Ltd., and chair- 
man of the British Direct Mail 
Advertising Association, des- 
cribed it as a practical 
guide” that “fulfilled a long- 
felt want.” The new edition, 
which will cost 25s., will draw 
attention to the use of direct 
mail in the export trade and 
also in conjunction with com- 
mercial television. 


“Advertising agents generally 
have grown up on the press and 
though of recent years they have 
spilled over to film, radio and 
now television advertising. 
scarcely any of them have studied 
the special technique of direct 
mail. 

“The fact that a man is an 
excellent press copywriter is no 
guarantee whatsoever that he can 
write an effective sales letter.” 


Agency’s ‘trend 
spotting’ shot 


IN ORDER to keep key business 
up to date with basic facts about 
the overall economic situation, 
Henry Bach Associates Inc., have 
developed the Bach Letter which 
is sent out monthly to a select 
number of addresses.. Also in- 
cluded in the service is a “trend 
spotting” analysis. 

The company also supply an 
attractive businesslike folder to 
keep the “letters” in good condi- 
tion, and they have been im- 
pressed by the numerous requests 
for information given in back 
issues. Those most in demand 
include “What’s Wrong With 
Men’s Wear Retail Advertising?” 
“Who Will Be Tomorrow's Cus- 
tomers?” and “Fat Years Ahead 
For Soft Goods and Services.” 

The latest “letter” to reach this 
country is headed “Breaking 


Through The Profit Barrier-—A 
‘Must’ for Clothing Manufac- 
turers.” 
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Tempting. persuasive, powerful. 


: @ (: 0 bi Ss: 4 Canada’s spectacular panorama comes to 


life in these sturdy three-dimensional dis- 
plays by Priestleys. Adventure into new 
display techniques brings daily inspiration. 
Refreshing new ideas, sparkling art-work 
and supreme screen-printing make lasting 
impressions on your public. 


Thirty-six years of experience in visual 
selling, plus every facility for manufacture 
< and first-class finish is yours when you use 
TRAVEL IM CAWADA BY JHE SCENIC DOME ROUTE displays by Priestleys. 


& PRIE STLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 
TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: CEN 1941. AND AT CARDIFF AND CHELTENHAM. 
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The result of many months’ preparation 
and careful research. ... This vigorous 


ANOIPO IMT ZAPU OIN new technical journal is designed to pro- 


vide Management in all industries with 


Progress vitally needed information about tech- 


niques and equipment which will help 
- to make production more fully automatic. 


YOUR AUTOMATIC CHOICE FOR ADVERTISING 


ELECTRONIC, HYDRAULIC, PNEUMATIC, MECHANICAL, ELECTRICAL 
AND ALL OTHER DEVICES, EQUIPMENT AND INSTRUMENTS FOR 


processing, feeding, fabricating, machining, turning, drilling, boring, assembling, handling, 
transferring, conveying, driving, sorting, weighing, sensing, gauging, counting, treating, in- 
dexing, signalling, data-processing, inspection, finishing, welding, heat treatment, packaging, 
stock control, accounting, computing, etc. 


Published by THE LEONARD HILL 
TECHNICAL GROUP 


Publishers of the following monthly journals 


FOOD MANUFACTURE, PAINT MANUFACTURE, MANUFACTURING CHEMIST, PETROLEUM, CHEMICAL-& PROCESS ENGINEERING, FIBRES, 
MUCK SHIFTER & PUBLIC WORKS, ATOMICS, WORLD CROPS, POTTERY & GLASS, CORROSION TECHNOLOGY, DAIRY ENGINEERING, BUILD- 
ING MATERIALS, FLOORS, TEXTILES IN INDUSTRY. 


STRATFORD HOUSE, 9 EDEN STREET, LONDON, N.W.1 Euston 59/1 
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The Personal Gift 


FOR EFFECTIVE AND LASTING 
GOODWILL ADVERTISING 


SUPER SHARP 


STAINLESS STEEL PEN KNIVES 


) SUPER SHARP 
pen knives, given 
to customers and 
business associates on 
suitable occasions, help 
to cement valuable 
& lasting friend- 
ships. As personal 
gifts they are an 
economical and effective 
means of main- 


taining contact. 


Distributed through 
all the leading 
advertising novelty 
specialists, consult them 
for details. 


STEPHENSON & WILSON 


Louvic Works, Garden Street, 
Sheffield 1, England 
SPECIALISTS IN PEN KNIVES 
FOR GOODWILL ADVERTISING 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


120,911 


I 


ls 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST., E.C4. 


FIFE ASSOCIATED NEWSPAPERS 


COVER INDUSTRIAL FIFE COMPLETELY 
THE DUNFERMLINE PRESS : THE FIFE FREE PRESS 


43,631 A.B.C. WEEKLY 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.c.2 CITY 5906 
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...a way to put teeth 


ALSE teeth: what a horrible 
picture of someone with a 


| mouthful of dull white slabs set 


in terra-cotta vulcanite gums. 
Such teeth may chew quite well— 
but you cannot talk through 


| closed lips. Plastic teeth must 
| have improved people's appear- 


| ance more than any other inven- 
tion except razors and lipstick. 
Yet there are _plastics—and 
plastics. 

A large proportion of the 
manufacturers of acrylic teeth 
are in a trade association, but 
one of the independent firms, 
Metrodent Ltd., of Hudders- 
field, was a pioneer of plastic 
teeth in this country. Back 
in 1948, about 20 million acrylic 
| teeth were sold to dental labora- 

tories through dental dealers and 
| depots, and the quantity has 
| increased each year. 
| The advertising of dental 
| materials is particularly tricky, 

and to get an individual approach 

Metrodent Ltd. decided to try a 

pilot direct mail campaign. A 

Midland area was selected and a 
| total of 2,100 dental surgeons, 
| dealers and laboratories received 
six shots at monthly intervals. 

It was decided that the conven- 
tional sales letter was quite 
unsuitable and would not be read. 
Attention had to be gained, how- 
ever, and a story of real interest 
put over. And the story was of 
how these teeth are produced by 
the unusual combination of hand- 
moulding by skilled girl opera- 
tives, followed by advanced engi- 
neering pressure techniques and 
then individual finishing to pro- 
duce “real” teeth—real not only 
| for their convincingly natural 


appearance in all lights, but also 
| for their remarkable measure of 
durability. 
| _ Look at your own teeth (if you 
| have them) and notice how, as 
the second shot said, “Nature 


WN into an ad campaign 


sets the pattern for true beauty 
in the subtle gradations of light 
and shade.” And this “nature” 
theme was the vehicle for the 
first three of the six reply-paid 
folder cards. 

The first showed a _ butterfly 
(“the delicate air”), the second 
bore a swan on a rippled pond 
(“light and shade”), while the 
third was the “individuality” of 
a prize rose. 

A whole nature series would 
have palled, and for that reason 
“individuality” was continued in 
the fourth, fifth and sixth shots, 
allied to photographs of foun- 
tains in three European capitals. 

Fountains were chosen 
because of the association with 
cleanliness and the ever-chang- 
ing, ever-the-same rise and fall 
of the water comparing with 
the sameness but variety of 
teeth. 

he first fountain was Trafalgar 
Square, the second was sited in 
Stockholm and the third in Rome. 


Facts about discount 


The reply-card portion of the 
mailing piece offered a shade card 
and further details, and before the 
campaign began a letter went to 
dealers telling them of it, about 
the discount on retail prices and 
advising them to be ready with 
an ample stock. With the fourth 
shot a price list was included of 
all the Metrodent products— 
which range from impression 
trays to hypodermics. 

Replies over the whole cam- 
paign averaged two per cent, and 
were up to 11 per cent for the 
first shot. 

The company have a large 
export trade, and when the agents 
for South Africa and New Zea- 
land saw the mailing pieces they 
asked for a campaign to be run 
in their own areas. 


The cover of one of the six reply-paid folder cards which formed 
part of the campaign for a brand of plastic teeth. 
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... most of the teasing tasks that make 
life difficult for the harassed Art 
Director ; jobs that must be done at 
once but cannot be rushed; jobs that 
call for a skilled man when only a 
junior is available. Layouts and adap- 
tations, ‘stats’ on demand, accurate 
photocopies, enlargements and reduc- 
tions —the Grant will take care of them 
a 
...a great deal of your Production 
work, such as preparing negatives for 
plate-making and blockmaking.. . 
This precision-built optical instru- 
ment (camera, enlarger, copier, visual 
aid in one) will, in fact, revolutionize 


4 


You can do with a Grant 


The NEW dual-purpose Grant showing 


your timetable, enable you to get 
through more work in less time, with 
better results, and to allocate confident- 
ly to assistants duties you now feel 
compelled to perform in person. 

You owe it to yourself, to your 
ambitious staff and to your clients to 
test the astonishing range of this 
versatile machine. Why not ask for a 
demonstration ? GRANT PRODUCTION 
CO. LTD., 4 Rathbone Place, London, 
W.1 (Museum 8717), 47 Cornwall 
Street, Birmingham, 3 (Central 4131) 
and 7 Little Park Street, 
Coventry (Coventry 
64978). 


extra lamps in operation 


BALLOONS 


WILL 
LIFT 
YOUR 
SALES 


t 


NY/ 


SALES CHAAT | 


] © 


cn ee ce | 


A soaring sales chart 
the natural reflection 
“ GARTEX "’ 
This medium, so 
trifling in cost, gives such 
pleasure that it has a unique 


is 
of soaring 
Balloons. 


talent for influencing people 
Of 
course you will see the 
Balloons are “ GARTEX”’ 
for long life, good colour 
and clean overprinting. 


and winning friends. 


' YOUNG & FOGG RUBBER CO. LTD., 


Wimbledon, London, S.W.19. 
Telephone: Cables: 
LIB. 6281 (6 lines) Rubbadip, London, S.W.19. 
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what 


DID THE ? 


WHITE QUEEN 
SAY! * 


(We have our Carroll 
fans in Canada too!) 


49? 


“Begin at the beginning ...! 


And every 
British firm looking for a low-cost selling 
loophole into the rich Canadian market should 
begin with the Business Newspapers Association- 


From the 105 business, trade and professional 
papers within the B.N.A., we will help you 
isolate the small group which will match 
almost exactly that segment of the great Canadian 
market you seek to interest. 


You'll find cost economical, wastage negligible. 


Independent quantitative research proves four 
out of five Canadian retailers, business, profes- 
sional and key industrial men receive one or 
more B.N.A. papers as a matter of course! 
And 95% of these men read them carefully !* 


They'll read your sales message, too. 

- . . 
Begin at the beginning! Become one of the 
growing list of British firms reaching Canada’s 


rich markets the right way—with B.N.A. 
publications. 


An airmail letter today will bring you detailed 
information within a week. 


> *Research Bulletin 1954 
IT n Available on Request 


BUSINESS NEWSPAPERS ASSOCIATION 


NADA 


___ J aeaeunctoma .W., TORONTO, CANADA 
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Careful choice of goods— 


key to UK export success 


The British share of the expanding market of Canada has declined. 
To maintain our position it is argued that the specialised needs 
of the country should be catered for. 


SOMETHING of the ex- 
panding nature of the 
Canadian economy can be 
grasped from the fact that this 
year’s construction programme 
has been estimated at $6,271 
million—an increase of 19 per 
cent over last year’s figure. 
And from the standpoint of the 
British exporter Canada, being 
a hard currency dollar country, 
represents a market of tre- 
mendous importance. 


Nonetheless, as a report re- 
cently issued by the Board of 
Trade has pointed out, Canada’s 
total imports from the United 
Kingdom at the middle of 1955 
were substantially below the level 
of a year before. During the 
second half of the year, however, 
they picked up sufficiently to 
exceed the 1954 value for the 
full year, but were still consider- 
ably below the previous peak of 
1953. With the exception of air- 
craft, sales of which advanced 
sharply, most of the principal 
imports from the UK, including 
textiles, chemicals and electrical 
apparatus, showed moderate in- 
creases over 1954. Imports of 
UK iron and steel products, 
machinery and passenger auto- 
mobiles declined substantially. 


Comparative imports 


The British share in total 
Canadian imports fell to 8.5 per 
cent from 9.6 per cent in the 
previous year, while the United 
States share rose to 73.3 per 
cent from 72.3 per cent. The 
shares of Germany (1.18 per 
cent) and Japan (0.78 per cent) 
in Canadian imports remain re- 
latively small, but the competi- 
tion mounted by the two coun- 
tries is growing, and affects not 
only our traditional exports of 
textiles and consumer goods, but 
also sales of engineering products 
and capital equipment in the 
expanding sectors of the 
Canadian market. 


Despite the buoyant condi- 
tions in the Canadian market, 
UK export sales at $401 million 
were only $8 million over the 
previous year ; Canadian exports 
to the UK in the year increased 
by $116 million to $774 million, 
leaving our trade deficit with 
Canada in 1955 $373 million, as 
against $266 milion in 1954 

As a revised edition of the 
Joshua B. Powers Ltd.’s bulletin 
on Canada has stated. the British 
exporter’s main problem is how 
to compete with the Canadian 
and the American producer des- 


FOGUS OU 
CANADA 


pite the greater distance over 
which he has often to carry his 
goods and despite the difference 
in buying habits and the general 
pattern of living between Euro 
and North America. Clearly, 
adds the bulletin, “Britain's job 
in relation to the Canadian 
market is ... not to aim at 
supplying the same type of goods 
which are produced so economic- 
ally in the States and now in 
Canada itself, but rather to cater 
to more specialised needs and 
fight for a small proportion. 
which may be two per cent in 
some cases and seven or eight per 
cent in others, of the consump- 
tion of as many lines as possible, 
and to hold this proportion as 
the population develops.” 

Advertising, the bulletin con- 
tinues, is more highly developed 
and plays a more vital role in the 
economy of Canada than is the 
case in any other country of the 
world except the US, and total 
advertising expenditure exceeds 
$100 million yearly. With the 
coming of sponsored television 
every recognised form of adver- 
tising is available, but as in most 
other countries the press receives 
the bulk of advertising expendi- 
ture. 


Guide to UK 
exports 


ITH the _ ever-growing 
interest in British goods 
among Canadian buyers, an up- 
to-date and comprehensive 
directory of what our manufac- 
turers can supply is a vital part 
of our merchandising equipment. 
This is what the CABMA 
Register* provides.” In that 
way, Sir William Rootes, chair- 
man of the Dollar Exports 
Council, introduces ‘tthe fourth 
edition of the directory in his 
foreword. 

The book is __ published 
annually for the Canadian 
Association of British Manufac- 

@ Continued on page 57 


*CABMA Register 1956-57 of Brit sh 
Products and Canadian D.stributors, 
published jointly by Kelly's Directcries 
Ltd. and Iliffe & Sons Ltd. for the 
Canadian Association of British Manu- 
facturers and Agencies, managers of the 
British Trade Centres in Toronto. Van- 
couver and Montreal, price 42« 
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Royalty in 


) ee largest advertising campaign in the history of the Nehi Cor- 
poration is now in full swing in the United States with television 
taking the main weight. This fast-growing soft drinks organisation 
(manufacturers of Royal Crown Cola) is making a lot of use of Miss 
Bunny Cooper, “Miss Royal Crown,” both in television shows and 
point-of-sale in store promotions. She is here seen making an appear- 
ance on the “Bob Brandy Show” which is sponsored by the Nehi 
organisation. The slogan for the current campaign is “Nothing 
sparkles like a Royal Crown.” 
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FATAT-UL-JEZIRAN, 
Aden Weekly in Arabic. 


AL QALAM AL ADANI, 
Aden Weekly in Arabic. 


ADEN CHRONICLE 
Aden Weekly in English. 


The importance of these 
publications in Aden is shown 
by their steadily growing 
circulations and_ increasing 
support from British adver- 
tisers. Specimen copies and 
rates gladly sent on request. 


Sole Agents in Gt. Britain: 
George Young, 


Overseas Publicity & 


ADVERTISER'S WEEKLY 


Effective 
Advertising 


@ A“know-how’’ book 
for every ad-builder 


Can the pulling power of an 
advertisement be calcu- 
lated scientifically ? In this 
volume a top-line American 
market and advertising 
consultant classifies the 
principles that have grown 
out of twenty years of 
readership research, mail- 
order testing and inquiry 
testing. Full of exciting, 
useable techniques — all 
based on proved results. 
Order your copy now. Any 
bookseller can supply. 
“* Effective Advertising Copy”’ by 
Merrill DeVoe. 


Service Agency Ltd., 717 pages. 


Market for 
UK food 


machinery 
ESPITE its small popula- 


D tion (2.1 million) New 
Zealand offers a useful market 
for food preparing machinery 
according to a report recently 
issued by the Board of Trade. 

Compiled by the United King- 
dom Trade Commissioners in 
New Zealand it states that if 
United Kingdom manufacturers 
of larger equipment are to in- 
crease their share of the market 
they will have to be able to offer 
units able to cope with the large 
output required of meat works in 
particular and to a lesser extent 
of canneries: “If they can offer 
such larger units to compete with 
American plant they ~ will find 
New Zealand buyers only too 
willing to place orders.” Most of 
the users of UK machinery are 


reasonably satisfied with what 
they obtain and the majority of 
the criticisms that are heard relate 
primarily to scale of operation 
and after-sale service and only 
occasionally to quality, finish or 
price 

The report points out that there 
is only limited and occasional ad- 
vertising in this field and that “it 
is said that with few exceptions, 
the supply of descriptive litera- 
ture and catalogues by UK manu- 
facturers leaves a great deal to 
be desired, particularly when com- 
pared with the magnificent cata- 
logues and descriptive literature 
provided by the good American 
companies and to a lesser extent 
by Continental manufacturers.” 


All about Malaya 


For THE first time Malay Mail 
Press Co., Ltd., have published a 
year book dealing with the 
Federation of Malaya. Priced at 
$2 (Malaya), facts are given 
about the various states and 
settlements, population, income 
tax, sport, etc. The publishers 
hope that it will become an 
annua! publication. 


FOCUS ON CANADA-—continued 


turers, whose object is to develo 
an ever greater market for Briti 
goods in Canada and so stimu- 
late the two-way flow of trade 
between the two countries. This 
fourth edition brings up to date 
all the information contained in 
previous editions. 

The “Buyers’ guide” lists 
alphabetically some 4,000 British 
products available to the 
Canadian market, with their 
suppliers given under each head- 
ing. The French equivalents of 


these headings are set out in 
alphabetical order in a glossary. 
A directory of over 4,500 
British firms gives details of their 
distribution arrangements in 
Canada, and further information 
about some of these firms and 
the products they supply is given 
in another section. Proprietary 
names and trade marks are given 
in special sections, which enable 


the Canadian buyer to identify | 
products and their sources of | 


supp! 


29, Oxford Street, W.1. 
GERrard 0737 


EMMOTT & CO. LTD., 31 


The 


ZODIAC SIGN CO. LTD. 


| if you are thinking about 
EDGELIT PLASTICS 
NEON WINDOW UNITS 
SILK SCREENED SIGNS 


32, VALE ROAD, 
BUSHEY, HERTFORDSHIRE. 
WATFORD 4509. 


* 
* 
* 


| 
| 


45s. 6d. net. 


' London Branch: 10 South Audley St., W.1. 


Mechanical World 
and ENGINEERING RECORD 
“of vital interest to enginecTs 


KING STREET WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


SS SSS_S__S_——_ 


PADDINGTON 
ADVERTISING 
COMPANY 


37 SPRING STREET W.2. 


eR ER oF 
“ CLASSIFIEDS " 


PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 
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THIS WAS A CARLTON PHOTOGRAPH 


Who pay«7 
NATIONAL PRESS ADVERTISEMENT 


AGENCY: London Press Exchange Limited 


ART DIRECTION: Roy Davis, M.1LP.A. 


ik on . P : To he sure he ve 
ADVERTISER: The British Insurance Association Riedaca sed 


spb Arcee eects meneame seer seed 


7 
7 7 oe z : 3 
iC - - 
ag * cn -, ; : 
* 
oe Fe 
io an ds 
: i > at i 
+ >. ee P { ‘ % 
f wes a St 
‘i Seas a ‘ 
i ne >’ 3 ee ry s 
: se, a” 3 he ‘i . 
a a 3 \ 7 
its . fe % / > 
a ae. ~~ Ss : 
ss » 
‘ : — bo \ aa © 
) PORE ol a %, ‘ “a . 
/ ee ‘ a ‘ > & e 
a ae 
4 ( Se a - <a 4 +i ae: * 
—— > 4 £«x3% & 
Jo oy : 
are mr ; 
+ ie — m " , te o s 
a ly . se 5 f 
. ees op °c a ' ss : : 
= ae ie ae . ae 
“ THe be, ius . . rd i ” ie Noe 2M f ¢ a -—' 
4 acer, : pr % eg ’ 
eo A ae ae j ‘ . ‘ ~ 
: ae) pe . ge oe ie 
ae rai ee 7” f 7 , 
“ Cae Lek Peay ae Fd aR 
\ + a ee : ; a ae pe ge F roe > 
3 i r ent — 
na Re ee 4 ; ; 4 
ane Pes age wt 
. 2. fn a. ; or » . 
rar” 4 ma ri ace 4 . a : i? : 
: ie eo uve. *, ii ’ a i 
, Be es er  * ca ng a Ps . ‘ 
ie nea c » Se e. ee ae fs ; , 
; ae a . Se 
ae : a Be: a ie ; ios “ , a 
” Le ah Si ; . oak , Bi 
L eo BR: aga me 
r eee eee i, he ; ie 
ee er | te %, sim d e 
% * r 7 3 Be 
E eae i i % 
7 Be ive ihe S - d ‘ : : j- Fi, 
ur eo Ss a AS Sree ; f; lr. 
: o yo as im | Ay i 
st = 7 oe - : NG % aise 
Sa Rae afi se os | 
4 ri 2 v — j « 
hi : 7 > - eee 
y q 4 z 
Z ‘ 4i 5 
; Sa ; £ 
a ? ‘ aj é 
= : ) " } 
us ee : ee 
| . 
a a a 5! 
‘ 
PE 
ee 
‘ 
Seo ae a ; Te ‘; ey i ‘ ae Ly ae on ; ; ¥ P Bae ie 
a a : ram"). 0 ; Les a Bl 5 / _ : 7 —— Sr 4 ie ae 
cue J ‘a fe a ion “es a fe a ‘7 ate a ; oe > 4 a 2 - ee, , are : or i. eh 
res 9: ak. i Bo te Saree ag a 7 7 - a b ~~ 


Jury 27, 1956 


BFMP endorse 
‘restraint’ 
pleas 


At its quarterly meeting, the 
council of the British Federation 
of Master Printers, after hearing 
reports of its labour and other 
standing committees, decided to 
endorse the recommendations 
made recently by the Federation 
of British Industries and the 
British Employers’ Confedera- 
tion urging restraint in prices and 
steadiness in costs—in_ which 
wages are a vital element—in the 
national effort to defeat inflation. 

Rolf Unwin, Unwin Bros. Ltd., 
Woking, presented his first finan- 
cial report as honorary treasurer 
of the Federation in succession 
to Sir Guy Harrison, who had 
retired from that position. Mr. 
Unwin's successor as assistant 
honorary treasurer is W. Hope 
Collins, Wm. Collins Sons & Co., 
Ltd., Glasgow, former chairman 
of the technical committee. 

John Jarrold, of Jarrold & 
Sons Ltd., Norwich, has suc- 
ceeded W. Hope Collins as chair- 
man of the technical committee 
and the new vice-chairman is 
William Maxwell, McCorquodale 
& Co., Ltd., London. 

Following the election of John 
Cheney as vice-president of the 
Federation, R. G. Connell, who 
is manager of the paper products 
group of Metal Box Co.,Ltd.,and 
this year’s president of the Lon- 
don Master Printers’ Association, 
has become chairman of the 
public relations committee. The 
new vice-chairman of this com- 
mittee is Mark Clowes, Wm. 
Clowes & Sons Ltd., Beccles. 


When Perivan Group Ltd., Southend 
printers, called in Urwick, Orr and 


Partners Lid., business consul- 

tants, to verify the firm's effi- 

ciency, the verdict of the experts 
was that Perivan was “above 
average” in efficiency and manage- 
ment. 

E. Heath, Perivan’s managing 
director, says that despite this, the 
firm is to retain the services of 

Urwick, Orr and Partners Ltd. 

to ensure the maintaining of 

standards. 

Here Mr. Heath (left) discusses a 
suggestion with P. J. Prior, of 
Urwick, Orr and Partners Lid. 
In the background is the Perivan 
control system, by which a check 
is kept on every job as it passes 
through the works. 


~ 
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THE GRAPHIC 


=f weekly news 


Gold watches were presented to four members of his works department 
staff recently by Roland E. Dangerfield, chairman and managing director 
of Temple Press Ltd., in —— of their long service to the company, 


which between the four, totals 
company is Mrs. 


210 years. 
Florence Clark, 
Although she is now 70—she started at Temple Press at 15 


Longest of the four with the 
with SS years in the warehouse. 
she has done 


the same duties throughout her service—folding, stitching and inserting. 
The three men are Harold Sayers (51 years, composing room night shift 


overseer); Arther Hatch (50 years, 
Newman (52 years, machine assistant). 


machine assistant); and Albert G. 


None of them at present intends 


to retire. Here (left to right) are C. F. Cook, works director, Mr. Sayers, 
Mrs. Clark, Mr. Dangerfield, Mr. Newman and Mr. Hatch. 


U.S. ‘printer’ reproduces 
30,000 letters per sec. 


A machine, known as an elec- 
tronic “printer,” which repro- 
duces copy at speeds of up to 
30,000 characters per second on 
image screens similar to TV tubes, 
is being developed in America, 
announces Printing Abstracts, 
published by the Printing, Pack- 
aging and Allied Trades Research 
Association. 


The machine allows many 
operators to use the same fount 
of type simultaneously. By plac- 
ing a camera in front of the 
image screen, it is possible to 
photograph copy as it appears, a 
line at a time. To reproduce 
characters the machine makes use 
of specially-designed cathode ray 
tubes. 


Each of these tubes contains a 
single character printed on alumi- 
nium foil—one tube for each 
character in the type face desired. 
As an operator calls for a charac- 
ter, the character enclosed within 
the appropriate tube is scanned. 
The scanning generates a signal 
which is sent to the imaging 
screen, where it is reconverted to 
an image of the correct character. 
If several operators call for the 
same character simultaneously 
the machine fills each request 
simultaneously. 


Copy can be sent from a 
distance, and image impulses 
transmitted by wire or cable. 
Thus copy from various sources 
could either be gathered together 
in one central location for photo- 
graphing or distributed to widely- 
scattered image screens. Similarly, 
copy centrally composed could be 
transmitted to another central 
station Or sent to many image 
receivers removed from the trans- 
mitting centre and each other. 


The machine can also be 
directed to handle letter spacing 
and justification of lines. Easily 
manipulated controls allow the 
viewer to adjust the width and 
height of projected characters as 
they appear on the screen. Any 
character in a line can be altered 
in both position and size 

The American firm responsible 
for the development of the 
electronic “printer” also  an- 
nounces a method for making 
offset plates directly from photo- 
graphs of original copy. 


£592 saving on 
bookbinding 

Dagenham (Essex) municipal 
bookbindery handled 17,473 
volumes in 1955-56, at a total 
cost of £3,745 for the year, or 
4s. 3.44d. a volume (compared 
with 4s. 3.25d. the previous year). 
The libraries’ committee, which 
records these figures, claims that 
this showed a saving of £592 on 
the cost if the books had been 
bound by an outside contractor. 


New model for 


A new model in the range of 
SPS semi-automatic screen print- 
ing machines is now available 
here from the machinery depart- 
ment of Gordon & Gotch 
Ltd., UK agents of Siebdruck- 
geriite von Holzschuher KG. This 
SPS model, 90/A3, has been 
specially designed for handling 
small-sized sheets. Maximum 
sheet size is 11% inch by 16} in. 
The printing base is 19} in. by 
244 in., and the vacuum area 1s 
174 in. by 20% in. 
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L&M machine in 
action at 


Damascus Fair 


The British Linotype _line- 
composing machine will be seen 
in action at the 3rd Damascus In- 
ternational Fair from September 
1 to 30. 

The particular model chosen 
for this exhibition by the manu- 
facturers, Linotype & Machinery 
Ltd., is the 48 SM which is the 
model generally favoured for 
Arabic composition. It is 
equipped with four main and 
four side magazines. It will also 
have an “Arabic-French” key- 
board with bi-lingual keys, and 
will be fitted with the Arabic re- 
versible galley which automati- 
cally arranges the slugs for 
Arabic right to left reading. 

The machine will be compos- 
ing lines of type in Arabic and 
French for use in newspapers, 
periodical, book or _ general 
printing. 

Literature in Arabic and Eng- 
lish will be available on the 
stand. This will describe the 48 
SM and other Linotype models. 
It will also show the range of 
Arabic type faces in which Lino- 
type matrices are made, and will 
give information about L & M 
printing presses and stereo plate- 
making machinery. 

L & M machinery is in regu- 
lar use in most of the Govern- 
ment and newspaper offices in 
the Middle East and throughout 
the world, say L & M. * 


300 guests meet Joe 
(Day-Glo) Switzer 


Three hundred guests attended 
a “fluorescent” cocktail party at 
Café Royal last week to meet Joe 
Switzer, president of the firm 
which introduced fluorescent 
poster inks—Day-Glo—to Britain 
in 1949 through Dane & Co. 
Ltd., the English agents. 

Second president of Switzer, 
English-born Ron Elliott, back 
for a short visit to Britain, told 
his fellow-countrymen that 
“foreign countries like to do 
business with a going concern, 
not a bankrupt country.” 

Britain, he said, had not got 
the name it should have abroad 
and part of the answer lay in 
attractive packaging .. . “that’s 
where Day-Glo comes in, adding 
‘brightness’ to quality.” 


smaller sheets 


The printing base has special 
apertures, and these are helped 
by the suction system from the 
vacuum turbine, capable of com- 
pletely flattening material which 
is in a bowed condition, it is 
claimed. 

The machine is equipped with 
a precision micrometer, with an 
adjustment of 1} in. in all direc- 
tions. Height adjustment is up 


to 3% in. 
The SPS 90/A3 occupies a 
floor space of 36% in. by 314 in. 
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PR CATCHES 
UP AGAIN 


PuBLIC relations has a way of 
catching up with Andy McLoughlin 
(who will succeed Denis Last as the 
Advertising Association’s informa- 
tion officer) even in wartime, 
though, at the beginning of the war, 
he deliberately did not seek an 
Army PR appointment. It did so 
particularly in the Parachute Regi- 
ment. At one stage he was required 
to give recruiting lectures and 
demonstrations for the regiment— 
“PR for The PR” as he called it. 
In charge of the Parachute Wing 


of the Airborne Forces Battle 
School, he employed various PR 
methods, including films, to “get 
across” to the students. His 
“press” consisted of cyclostyled 


training leaflets, some of which he 
wrote himself. 

His most embarrassing moment 
ever was when, after jumping from 
his aircraft as a Company Com- 
mander in the 6th Airborne Divi- 
sion’s Crossing of the Rhine, he 
landed in some very tall trees and, 
for a time, hung in his harness so 
near and yet so far from the ground! 

After the Airborne Division's dash 
across Germany following the Rhine 
crossing, his company made one of 
the earliest British contacts with 
elements of the Russian Army on 
the Baltic Sea. The next day he 
flew with his Company to Copen- 
hagen, having been seconded for 
special duty with SHAEF Military 
Mission to Denmark, which “‘liber- 
ted’’ Copenhagen. 

For his part in the operation Mr. 
McLoughlin had been briefed per- 
sonally by Field Marshal Mont- 
gomery in the famous caravan head- 
quarters 

In Denmark PR caught up with 
Mr. McLoughlin again when, apart 
from his special duties, he was 
required to broadcast, give press 
interviews and generally “show the 
flag.” 

His most unusual PR assignment 
ever was when, while with the Port 
of London Authority, he had to 
arrange for the ceremonial scatter- 
ing, from a ship, of the ashes of a 
deceased civil engineer. 

In 1953 he formed a PR commit- 
tee for the International Boy Scouts 
Bureau, headquarters of world 
scouting. 


“Hire some of these pickets 
to lay in front of their cars, 
Carruthers. We can’t have 


other agents getting to work 
on our clients.” 


BR EMARKABLE — compliments 
were paid at the Mansion House the 
other day by both the Lord Mayor 
of London and Sir Frederick Whyte 


(chairman of the Vactric Cleaner 
Co.). chairman of the Kinsmen 
Trust. to Mrs. Louise Riley. To 
people in advertising Mrs. Riley is 
known as a director and the adver- 
tising manager of the Crimony Co., 
makers of the Marzipan and other 


products publicised for them by 
C. J. Lytle (Advertising) Ltd. 

But to another group of people 
she js known with gratitude and 
affection for her work as secretary 
of the Kinsmen Trust, which was 
formed in 1940 and subsequently, in 
return for the hospitality shown to 


British children evacuated to 
Canada and the USA during the 
war, established a fund to provide 


educational facilities in Great 
Britain after the war for the chil- 
dren of the benefactors. 

At the reception, which marked 
the completion of the Trust's work, 
Mrs. Riley was given a Georgian 
silver sweet dish by nine American 
and Canadian students who were 
present 


Englishman with 
American accent 


IN company the other day with 
Graham Dowson (a director of the 
A. C. Nielsen Co., Ltd., and head 
of their audience research opera- 
tions). | met an Englishman with an 
American accent. And not merely 
that. but an Englishman who, in 
America, has proved himself particu- 
larly good at the things at which 
Americans are particularly good— 
advertising and selling. 

He is E. P. H. James, who is vice- 
president of Nielsen’s in Chicago, 
engaged in the measurement of radio 
and TV audiences and station circu- 
lation. and whose temporary stay in 
this country will, I guess. provide 
Nielsen's public relations here with 
quite a boost 

Son of a British advertising man, 
Mr. James became sales promotion 
manager of the National Broadcast- 
ing Co. in America in 1927. During 
the formative years of broadcasting 
advertising he was active in develop- 
ing network sales and advertising 
policies. A founder member of 
what is now the American Market- 
ing Association, he was co-author of 
The Technique of Market Research, 
published by McGraw-Hill. 

When _ sponsored television 
emerged in the middle of the 30's 
he set up a TV advertising research 
department at NBC, and during this 
period lectured before advertising 
groups across the country on the 
principles and potentials of TV. 


A veteran 


Tue announcement that Lord 
Montagu of Beaulieu is to launch 
a new publication, The Veteran and 
Vintage Magazine, has called forth 
the following comment from P. 
Austin Wilks, who wishes the new 
magazine every success: | 

““ My interest is perhaps rather of 
a special nature, as I was for many 
years on the staff of his father’s 


. 


Mr. and Mrs. “Andy” McLoughlin a 
Public Relations during 


journal, The Car Illustrated, which, 
by the way, was weekly—unless my 
memory is at fault—and not a 
monthly magazine. 

“My closest colleague at the time 
was Claude E. Wallis, the present 


chairman of lliffe & Sons, Ltd., pub- 
lishers of the Autocar, the Motor 
Cycle, Flight, etc. 1 recall that I 
was also associated with Stanley 


Spooner in those distant days when 
he was proprietor of the Automotor 
Journal (renamed The Auto) and 
Flight, the latter of which was taken 
over by Iliffe’s with my _inter- 
cession.” 

* * 


AT an informal party in Mayfair 
last week I met Ann Silver, head of 
Ann R. Silver Associates, an Ameri- 
can public relations firm Miss 
Silver has formed a joint enterprise 


the annual dinner of the Institute of 
his year as president. 


with Jessica Maxted, the well-known 


London PR consultant, by which 
each will represent the other in her 
own territory. While Miss Silver 
is in Europe—she flew to Paris on 
Wednesday—she is writing on 
fashions for Newhouse Publications, 
an American newspaper chain. 

Miss Maxted herself returned 
from the States only three weeks 
ago. Among the clothes she took 
to America was the dress she was 
wearing when I met her. Specially 
designed for her, it was in “Dior 
Lilac” and had an enormous pocket, 
which she called her “dollar 
pocket.” I recommend it to other 
PR executives 

Miss Maxted will be visiting the 
States again in October with her 
husband, Raymond Murray Brooks. 


CONTACT 


An increase of |,268 net weekly when compared with the previous 


six months, and an increase of 2,659 net 


| corresponding period in 1954. 


weekly when compared with the 


The net sale of THE KERRYMAN is substantially more than one-seventh 
that of the morning newspaper with the largest sale in the Republic 
of Ireland, and substantially more than one-sixth that of the morning 


newspaper with the second largest sale. 


In Britain the provincial 


weekly with the largest sale has not one-sixtieth the sale of 


THE DAILY MIRROR. This difference 


between the outstanding 


position occupied by THE KERRYMAN in the Republic of Ireland 

and that of any provincial newspaper in Britain 

vis-a-vis the daily newspapers, points the way to successful 
national advertising in the South West of Ireland. 


TRALEE, IRELAND. 


London Representatives 
HUSEY & CO., 92, FLEET ST., E.C.4. 


The Kerryman 


Tel. TRALEE 56 & 266 


Tel. FLEet Street 8209 
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I’VE A NOTION 

for promotion that’s 
dynamic - 

panoramic - 

cyclonic - 

economic - 

terrific - 
ROTAIRific - 

Oh hang it! 

get in quick with the 
Miles Griffin Co. Ltd 
4, Seaton Place 
Hampstead Road 
London, N.W.1 
EUSton 7411 


New format for 


c-c journals 


The two monthly publications in 
the hotel and catering field pub- 
lished by Blandford Publications 
Ltd., Catering Management and 
Hotel and Restaurant Management, 
are now members of the Audit 
Bureau of Circulations. They have 
a combined guaranteed circulation 
in excess of 22,000 copies per month 
and now appear in a new format to 
make them uniform in size so that 
advertisements can be interchanged. 
Joint advertisement rates for both 
journals are: full page, 12 inser- 
tions, £75; half-page, £43. One jour- 
nal, single insertion, full page, £48 ; 
half-page, £27. 

* * * 


Caravan Sites 1956, produced by 
the proprietors of Modern Caravan, 
price 2s. 6d., will be advertised in 
the August 11 issue of Picture Post. 
Modern Caravan will also be men- 
tioned in the advertisement. 

* * * 

D. A. Hawkins Ltd., of Nairobi, 
are to publish at the end of Septem- 
ber the East African Farmer & 
Planter. It will have an initial print 
order of 4,000 copies and will be 
published monthly. Advertisement 
rates are full page, £26; half-page, 
£14 5s. 

* * * 

A story by Richard Dimbleby, 
“Miracle at Lensham,” will be pub- 
lished in John Bull next week. 

* * * 

The August issue of She will con- 
tain a number of knitting patterns 
in a “Holiday Knitting Supple- 
ment.” Also in this issue will be 
details of a £100 dress competition. 


Chemists’ guide 


George Newnes Ltd. are to pub- 
lish in the spring of 1957 a new 
reference book for retail chemists 
called the Retail Pharmacists 
Encyclopedia. It will deal with all 
aspects of retail pharmacy. Adver- 
tisement rates are: full page, black 
and white, £50; two colours, £65; 
full colour, £95. 

* * * 

“You can reach over a quarter of 
all the women in Britain with the 
special holiday features in Woman’s 
Own,” says a promotion folder sent 
out to agents and advertisers this 
week by George Newnes Ltd. Type 
areas for various sizes of advertise- 
ments, with the rates, and copy dates 
are given for the January issues in 
which special holiday features will 
appear. 

a” - 

Practical Motorist is described as 
“the first magazine to co-ordinate 
the ‘do-it-yourself’ movement on a 
national scale for advertisers” in a 
folder which George Newnes Ltd. 
have sent out this week. The folder, 
which gives the advertisement rates, 
contains a copy of the August issue. 
The circulation is given as “now 
well over 700,000 monthly.” 

* . * 

The September issue of Argosy 
will contain a new short novel enti- 
tled the ‘Queen of Spain Fritillary,” 
by H. E. Bates, and 11 other stories 
by well-known writers. 
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The August issue of Good House- 
keeping (cover above) contains a 
complete classified list of all the 


appliances and products which 
currently carry the “Good House- 
keeping” Institute Seal of Guaran- 
tee. The list shows the prices and 
the addresses of manufacturers or 
agents. At the moment 949 products 
and appliances carry the Institute's 
Seal of Guaranie: Eleven out of 
the first hundred seals to be awarded 
are still current, and several of these 
articles are still being marketed in 
exactly the same form as in 1924 


when the seals were originally 
awarded, 
* ” a 
Embassy President cigars have 


been sent out this week by Courier, 

with a note in verse attached, signed 

by advertisement director Doris 

Richardson. The note ends: 

“You've a smoke and some quality 
reading 

If that doesn't suit you, what will? 


We won't offer questions called 
‘leading’ a 
But haven't you a schedule to fill: 


* * + 

Special issues of The Aeroplane 
will be published in connection with 
the Farnborough Air Show. The 
British Aircraft Industry Number 
will be published on August 31, the 
first SBAC Show report on Septem- 
ber 7, and the second SBAC Show 
report on September 14. 

* * * 

A George Newnes Ltd. folder. 
with a cover illustrated with Dicken- 
sian figures, lists the publication 
dates, copy dates, whole page black- 
and-white rate and page size of the 
Christmas issues of the groups 
journals. 


Juty 27, 1956 


We Hear 


Faced with the possible closing 
of the local railway station to 
passenger traffic, Crieff (Perthshire) 
Town Council have decided to spend 
£400 on 3,000 posters advertising the 
borough in railway stations through- 
out Britain. 

* * 7 

Theme of the fifth Factory Equip- 
ment Exhibition, at Earls Court, 
from April 29 to May 4, will be 
“Greater efficiency in industry.” 

* * * 
_ TV Advertising Ltd. has reopened 
its office at 191 Corporation Street, 
Birmingham. Brian D. MacGillivray 
has been appointed Midlands sales 
representative. 

* * * 

Cable and Wireless Lid. have 
opened a phototelegram service be- 
tween Stockholm and _ Athens. 
operated in Athens by Cable and 
Wireless Ltd. 

*x * oe 

Technical press journalists were 
among those who attended the 
BTH Summer School at Rugby last 
week, attended by professors and 
teachers of leading universities and 
technical colleges in Britain and 
the Commonwealth, 


ISBA brochure 

The address on “The advertiser's 
responsibility in export trade,”’ given 
by Brig. T. Carleton Harris at the 
Hastings conference of the Incor- 
porated Society of British Adver- 
tisers, has been issued as a brochure 
by ISBA. 

* * * 

The Missions To Seamen have 
published a pictorial brochure, The 
Sea Power of the Church, illus- 
trating some of the history and work 
of the Society during the last 100 
years. It costs 1s. 3d., including 
postage. 

* * 

After nine years of successful 
publishing, Pan Books Ltd. are 
opening a new Despatch Centre 
costing nearly £40,000—at West 
Molesey in Surrey. 

* * * 

A variety of different methods are 
being used by the Goodyear Tyre & 
Rubber Co. (Great Britain) Ltd. to 
put over their current advertising 
campaign based on the theme “Any 
Way You Look At It Goodyear 
Tubeless Is Your Best Tyre Buy.” 
A folder with novelty moving eyes 
has just been mailed to motor 
traders throughout the country. 

* * * 

Change of address: Arthur Upton 
(London) Ltd. to 60 Strand, W.C.2, 
from July 30. 


In the women's press room at Lintas Ltd.’s building, Hesketh House, 


Portman Square, W.1, is a display of fashion 


photographs by George 


Miles for the “Eve” magazine. 


ee 62 a 
: PUBLICATIONS INTHE NEWS Mm 
= as : 
| _ 
| 
| | 
F | | , \ ) 
| | — eS | 
| | i 
; - Ee a 
; re | 
| Ds 
ra 
| E C 
— 
. | > fo | 
: oO | 
| 
| 
" a Ny 3 
‘ << : Seat a 
A ; _ : pat ¥ | 
+e a " TAY ; : — 


JuLty 27, 1956 


JOINT EXAM RESULTS ¢rtinvea |, 


English), Media; Houghton, J. (credits Copy, Law, Media, Design. Reproduc- 
in English and Introduction to Adver- tion; Penney, M., Media; Penwill, R., 
tising), Design, Reproduction; Hughes, Mex fia: Phillips, M., Psychology (credit). 
J., Media; Jeffries, M., Jones, V., Re- Px J., Potten, B. (credit in English), 
production (credit), Economics; Judd, J. Media: Prior, R., Reproduction (credit); 
Copy, Design, Reproduction; Kay. oo Proffitt, C., Law, Design, Reproduction; 
Economics; Kaye, K., Design epro- Ratcliffe, J, (credit in ~“_~w Eco- 
duction; Kelly, D. (credits in English nomics, Psychology; Reachill, Copy 
and Introduction to Advertising), Eco- Law, Psychology, Media, Design, Re: 
nomics, Law, Psychology; Kenny, C. Production; Reilley, P. (credits in Eng- 
(credit in Introduction to Advertising), lish and Introduction to Advertising), 
Economics. Psychology; Richardson, E. 

King, B., Psychology; King, G., De- Richardson, J., Richardson, W., De- 
sign; Miss J. King, Copy, Law, Media; sign: Ritchie, J. (credit in Introduction 

Reproduction; Koffman, to Advertising); Rogers, B., Economics; 
P., Copy, Law, Media, Rose, G. (credit in Introduction to 

Reproduction, Design (credit); Lee, D ertising), Economics; Salter, F., Frank Spencer (second from left) was the winner of a £250 cheque which 
(credit in English); Lees, R:, Design, he received from Howard Ford & Co.. Ltd.. manufacturers of Bear Brand 
Reproduction Leighton, R . Copy, Law, _ Sen-Gupta, N., Law, Media: Miss stockings, as his prize for winning the national finals of the “Springstep”’ 
Media, Design, Reproduction; Lester, J., man, Law, Media, Design, Repro- Dance C C : 
Copy (credit), Psychology (credit), De- m; Scott, D., Economics, Psy- e Creation Competition to launch the new Bear Brand nylons at 
sign; Lewis, C., Economics, Design chology; Sherry, N., Psychology. : Streatham Locarno last week. Philip Ford, chairman of Howard Ford, 
Lindsell, B., Media; Lipton, D. (credit ._ A.. Media: Silverman, L., is on the left. Also in the picture are Esther Williams, the Hollywood 
in Introduction to Advertising), Media, ymomics, Psychology (credit) Sirker™ swimming star, and Pegey Spencer, Mr. Spencer's dance partner. 
Reproduction; Lewis, M., Economics . Psychology, Media: Smith, J., Re- = ea 
Psychology. Juction: Miss S. Sobernheim (credit 

London, J., Psychology, Media, De- nelish), Economics; Soliman, 1! Miss O. Winter, Psychology; Wise, R., Cawte, I. Cohen, Miss J. Collier. 
sign, Reproduction; Lovejoy, A., Man- edit in Introduction to Advertising) Psychology (credit), Economics; Withers, S. Copland, K. Dorrell, D. Drake, 
ning, B., Psychology; Miss S. Marriott, : nics, Copy, Law, Psychology, J. (credit in Introduction to Adver- C. Evershed, I. Fallowfield-Cooper, J 
Media, Reproduction sign, Reproduction; Stock, R. (credit tising), Law, Psychology - mage Miss Green, W. Griffin (credit in Introduction 

McCullough, G., Mellon, L, (credit in nglish), Economics, Law; Miss J. Wood, Copy, Media, Des Repro- to Advertising), C. Hammond, J. Har- 
Introduction to Advertising), Economics, Stockwell, Media, Design, ‘Reproduc- duction; Wright, N., Economics, " man, G. Harper (credit in English), B. 
Psychology; Mennell, K., Psychology ) Cotter, E., Psychology, Des Hartley (credit in English), D. Hewett 
(credit), Economics; Milliken, M., Psy- Taylor, P., Psychology. Media. De- production; Howlett, S Neal, : (credit in both), Miss S. Hopcraft, N. 
chology (credit), Copy; Milton, J. (credit zn, Reproduction; Thakur, A. (credit Economics; Miss L. Parke, Law; Hunt, H. Irvine (credit in English), 
in English), Design (credit), Media, Re- i Introduction to Advertising), Eco- berthy, H. (credit in English), B. Jackmag (credit in English), A 
production Moffatt, J. (credit in Intro- ric (credit). Copy, Psychology, nomics; Pike. B., Copy; Rhodes, B., Kohn, M. Lacey. 
duction to Advertising), Economics, edia; Thorpe, D.. Copy, Law, Design, Psychology; Towler, A., Treble. G., M. Landers, G. Leman (credit in 
Media; Newall, A. (credits in English : fuction (credit) Newbound, J. (credit in English), Copy, English), J. Leslie, T. Lindsay (credit 
and Introduction to Advertising), ‘Psy. ler, D., Economics. Media; Tyler, Reproduction; Say, G. (credit in Eng- in English), D. Lowther, P. Lupton, 
chology (credit), Reproduction (credit), P. (credit in English), Psychology lish), Media, Design; Reveillon, P., Miss B. Maddin (credit in English), 
Copy, Economics (credit) Voyce, G., Economics, Media; Copy, Law, Psychology, Media, Design, C. Mahony (credit in Introduction to 

Miss M. Newsome, Media, Reproduc- adge, A., Copy, Media. Design, Re- Reproduction: Bingham, J., Copy, Psy- Advertising), M. Mayhew, Miss P. May- 
tion; Noble, J. (credit in English), ion; Watson, P., Warr, K., Law, chology, Media hew, I. McDiarmid, Miss M. Eve, E 
Economics, Copy; Nutter, J., Media, chology, Media; Webb, G., Copy, * * * Millais (credit in both), Miss Mitchell, 
Reproduction; Olins, W., Economics, F Media, Design, Reproduction The following students sat in London L. Moles (credit in both), A. Morris, 
Copy, Psychology; Olsberg, M., Copy, ebster, A., Reproduction; Whelan, for only the Introduction to Advertising J. Morton, A. Mount. 
Media, Reproduction; Overton, M., credit in Introduction to Adver- and English papers, and passed in both K. Nutty, L. Parsons, A. Patchett, 
Economics, Media; Padget, W. (credits lising Economics, Media; Willcocks, R. Andrews, K. Anzola, D Bailey, A. Pelling (credit in English), J. Rann, 
in English and Introduction to Adver- Ce py, Law, Media. Design, Repro- A. Barraud, Miss D. Blower (credit in L. Rickenberg (credit in both), P. 
tising), Reproduction duction, Williams, B., Psychology; Miss English), R. Bradley, J. Bridgemen Rowley, S. Shephard, D. Sissmore 

Paterson, D. (credit in English), Copy ams, Wilmot, J.. Copy, Law, (credit in English), P. Burrell (credit in (credit in Introduction to Advertising), 
(credit); Pearson, A., Copy, Law, edi Design, Reproduction; Win- English), V. Carr (credit in Introduction M. Ward, D. Warnock, W. Whiteley, 
Media, Design, Reproduction; Penny, J.. grove, A. (credit in English), Copy, Law to Advertising), T. Carroll, Miss E. C. Blakemore, J. Burgess. 


ADVERTISER'S 


SCREEN : 
TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. 


Proudly announces the production of a new television 
film series based on Sir Walter Scott’s immortal classic . 


to commence shortly in Great Britain 


ss QURRENT SCREEN GEMS FILM PRESENTATIONS | s 
STAR THEATRE © FATHER KNOWS BEST + ADVENTURES OF RIN TIN TIN * CELEBRITY PLAYHOUSE « sass or Sapien tees 
DAMON RUNYON THEATRE + CAPTAIN MIDNIGHT + JUNGLE JIM + PATTI PAGE SHOW * CIRCUS BOY (Premiere fall '56 on NBC-TV) 
THE WEB * MYSTERY WRITERS THEATRE » THE FIRST NIGHTER * “YOUR” TALENT THEATRE 
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NAPPER, 
STINTON, 
WOOLLEY 


HOWARD 


PNEUMATIC ENGINEERING 


to reach makers of preserves, 


pickles, milk products, soups, 
sauces, etc, 


FOOD MANUFACTURE 


Stratford House, 
9, Eden St., London, N.W.! 


L 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


aint 


anufacture 


aqramount 


edium 


for advertising to 
the Suriace Coating 
Industry 


Largest world sale to the 
manufacturers of paints 
and related products. 


Publishers: 
LEONARD HILL LIMITED 
Stratford House, 

9 Eden Street, 
London, N.W.! 


| New plan by Ford’s for marketing 


used vehicles 


The Ford Motor Co., Ltd., has 
announced a comprehensive plan to 
be operated by its main dealers 
designed to cover part exchange and 
the marketing of guaranteed used 
cars and trucks of all makes. It 
will be known as the “Al” Used 
Vehicle Plan 

The scheme will enable dealers to 
accept vehicles of all types in part 
exchange. Specialised marketing 
facilities, systematic inspection, and 
the maintenance of high standards 
before re-sale will provide ready 
markets and the best possible pro- 
tection to used vehicle buyers, say 
Fords. All “Al” vehicles will be 
covered by a 90-day warranty. 

Advertising for the plan, which 1s 
handled by Rumble, Crowther & 
Nicholas Ltd., includes large spaces 
in the London evenings, selected 
provincial papers, Motor and Auto- 
car, and supporting campaigns in 
dealer territories. 


Mazda beauty 
queen contest 


Cash prizes totalling over £1,000 
are being offered in this year's 
Mazda Queen of Light competition, 
organised by Mecca Dancing and 
sponsored by the AEI Lamp and 
Lighting Co. Ltd. 

The competition is open to 
“beautiful blondes between 16 and 
30 years of age.”” Some 50 local 
Queens of Light will be chosen in 
industrial towns, capital cities and 
seaside resorts during the summer 
and autumn. 

Support for the competition will 
be given in local papers throughout 
the country and in the London 
evenings. Publicity and display 
material available for dealers 
includes a showcard dispenser for 
leaflets and entry forms, posters, 
gummed stickers and _ special 
window _ display. Agents are 
Mather and Crowther Ltd. 


Threefold drive 


for Gor-Ray 


Gor-Ray Ltd. plan a threefold 
advertising campaign for the 
autumn. A big drive will be 
launched to push a new skirt made 
from the new Gor-Rayne material. 
It will appear in class national 
dailies and top fashion magazines. 

The normal Gor-Ray skirt cam- 
paign will receive an additional 
autumn boost in all national dailies 
and the large circulation women’s 
magazines, and there will also be 
a special campaign for Tweenage 
Skirts and maternity wear. 
campaign will be handled by Legget 
Nicholson & Partners Ltd. 


Cheap air fares 


Advertisements in the Financial 
Times, Manchester Guardian, Dail, 
Telegraph, The Times, Daily Express, 
Daily Mail, Observer, Sunday 
Times, and leading provincials are 
being used to announce the new 
Transatlantic 15-day tourist fare of 
£151 16s. which is to be introduced 
in October between London and 
New York by BOAC. Agents are 
Foote, Cone and Belding Ltd. 


of all makes 


Kolynos offer free 
Zodiae analysis 
The Chemical Co. 
nation-wide 

Kolynos 


Internat 
Lid. have launc 
press drive fi 
Super-White 1 
purchaser who 
of a Kolynos ¢ car a 
free Zodiac analysis Phyllis 
Naylor 

The advertising campaign started 
on July 16, with i! inch double 
in the Daily Mi followed by an 
11 inch doubl Daily Express 
on Wednesday week. Other 
advertisements appearing in 
the mass circulatc wspapers and 
periodicals. Th de press is aJso 
being used along 1 point-of-sale 
material Agen Spottiswoode 
Advertising Ltd. 
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This is a showcard for 
retailers during Carpet 
October 6 to 20. All the publicity 
and advertising material will be 
based on the theme of the “British 
Carpet Fair in Shops Everywhere.”’ 
It is hoped that retailers will feature 
a British Carpet Fair in their stores 
and windows. Advertising agents 


are C. J. Lytle (Advertising) Ltd. 


_use by 
Fortnight, 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


MAYCRETE LTD. (Mayerete. 
Maylin and Shipston systems of 
domestic and industrial building 
construction), for A. N. Holden 
& Co., Ltd 

METROPOLITAN TOOL & PRO- 
DUCTS LTD., for Rex Publicity 
Services Ltd 

PARIPAN LTD., enamel! paints, for 
Scientific Publicity Ltd. 

CIVIL SERVICE MUTUAL FUR- 
NISHING ASSOCIATION LTD., 
for West Advertising Ltd 

WILLIAM BEATTIE LTD.. and 
BEATTIES BAKERIES LTD. 
for J. Walter Thompson Co., Ltd 

REVELL (GREAT BRITAIN) 
LTD., for Froud & Partners Ltd. 

BRITISH INDUSTRIES’ FAIR 
(BIRMINGHAM). for Arm- 
strong-Warden Ltd 

SIMPLEX ELECTRIC CO., LTD. 
new product for the Winter 
Thomas Co., Ltd 

CLASSIC ELECTRICAL, RADIO 
& TELEVISION EQUIPMENT: 
VALTOCK LTD. Accounts for 
Auger & Turner Ltd 

HOCKING & RING LTD.: B.N. 
FURMAN (PRODUCTIONS) 
LTD.: INSLEY INDUSTRIAL 
SUPPLY CO. LTD.; HOR- 
MONEX (UK) CO.; NINTONIA 
LTD. Accounts for John Ben- 
ington Ltd. 

JARRETT. RAINSFORD & 
LAUGHTON LTD., makers of 
Stratton compacts and accessories. 
and Ladye Jayne hair grips, clips, 
etc., for Dorland Advertising Ltd. 


Campaigns 


CHRISTIE & SADLER LTD., using 
commercial TV. national dailies 
and trade press for the Leopard 
motor-assisted bicycle. (Lovell & 
Rupert Curtis Ltd.) : 

ARMY & NAVY STORES, using 
The Times, Daily Telegraph, Man- 
chester Guardian, Sunday Times, 
Observer, Country Life and 
a (Stuart Advertising Agency 

td.) 


AEI LAMP & LIGHTING CO., 
LTD., using local papers, London 
evenings and point of sale 
material. (Mather & Crowther 
Ltd.) 

RIZLA CIGARETTE CO., LTD., 
using cinema films and local press. 
(Mark Fawdry Ltd.) 

JONES & CAMPBELL LTD., heat- 
ing appliances, using trade press 
in September. (Legget Nicholson 
& Partners Ltd.) 

GOR-RAY LTD. 
dailies and women’s 
(Legget Nicholson & 
Ltd 


td.) 

ALFRED BIRD & SONS LTD., 
using grocery trade press for 
£1,000 display competition 
(Young & Rubicam Ltd.) 

MAX FACTOR, using Irish 
national dailies, evenings, week- 
lies and magazines. (O'’Keeffe's 
Advertising.) 

PETER DAVIES LTD., using relt- 
gious papers and magazines, trade 
press and showcards, etc., for 
new book Determined to Live. 
(Advertising placed direct.) 

EVER READY CO. (GREAT 
BRITAIN) LTD., using trade 
press for Sky Baby radio. 
(Greenlys Ltd.) 

JOHN HEATHCOAT & CO. 
(SALES) LTD., using national 
press, women’s magazines and 
trade press for Flare Free nylon 
net and nylon taffeta. (Gee 
Advertising Ltd.) 

BOAC, using national dailies, Sun- 
days and provincial papers for 
new tourist fare. (Foote, Cone & 
Belding Ltd.) 

GABRIEL MANUFACTURING 
CO., LTD., makers of Wavefiex 
Microwave flexible guides, using 
pages and half-pages in radio and 
electronics journals. (Armstrong- 
Warden Ltd.) 

FORD MOTOR CO., LTD., using 
London evenings, selected provin- 
cials, Motor and Autocar for 
used vehicle plan. (Rumble. 
Crowther & Nicholas Ltd.) 

INTERNATIONAL CHEMICAL 
CO. LTD., using national dailies, 
Sundays, magazines and_ trade 
press for Kolynos offer. (Spottis- 
woode Advertising Ltd.) 


using national 
magazines. 
Partners 
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CLASSIFIED ADVERTISEMENTS | EXRIMUSUGRZZN 


RATES : APPOINTMENTS VACANT, 4s. per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per lime, 40s. per display panel inch. All oth 
S T U D l 0 L 0 R A Y N E classifications, 4s. 6d, per lime, 50s. per display panel inch. Minimum, 3 lines. Box 9 
No. charge, one line plus Is. covering postage, etc. Series rates on application: all CAN you SELL / 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
require Weekly,’ 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25), 


Progressive expansion in the 
G E N E - A L APPOINTMENTS VACANT London and Manchester areas 
by a leading company manu- 
A RTI ST facturing point-of-sale mater- 
LAMBE & ROBINSON LIMITED ial, affords opportunities to 


For varied and interesting experienced representatives. 
work, including paste-up and 
adaptations. Also an ex- 


have a vacancy in their Ability to negotiate success- 
fully at Director level is 


perienced first-class : ial. 
TELEVISION MEDIA DEPARTMENT — | 
LETT E Ri N G Full details by fetter, in the 


for a young man—-preferably with some Agency Media first instance. Present staff 
A RT l ST experience. He should have an aptitude for figures are aware of this vacancy. 


Apply to: Box 4130 

Ring GERverd 4066 The Managing Director, Advertiser's Weekly 180 Fleet St EC4 
Lambe & Robinson Limited, 
SPACE SELLER required for semi 169 Regent Street, London, W.1. 


professional quarterly journal with 


map ng ~~ LTD. have a vacancy in 

: ‘ os their Publicity Division for a man up 

wT cet ee — Ann | to 30 years of age with a knowledge 
pce age a aung ’ : ' . ot electronics and an ability to express 
eon adm koe Wilenie! ASSISTANT to Sales Manager required _ LETTERING/LAYOUT ARTIST re- himself in writing. Duties are con- 
ox 4128 Ad. Weeklv 180 Pleet St EC4 , " " -cte ar: . 

a : to handle publicity, print and pack quired for studio of Lond agency nected with the preparation of tech- 

ESTIMATOR and Buyer for busy Lon- as etc., of progressive manyfac Five-day week. Holiday arrangements nical advertisements, literature and 
don (W.1) Advertising Agency Fx turer Position offers scope and honoured. Please write exhibition stands. Acquaintance with 
perience essential all types print, advancement to energetic young man Box 4045 Ad. Weekly 180 Fleet St EC4 printing techniques would be an addi- 
pe, — petcoraety Y~ 25-30) able to assume responsibility ; tional asset. Please write fully to the 
xcellent salary and prospects for t Box 1118, c/o Hatton Press “ON + Personnel Officer, Century House, 
really knowledgeable man td., 69, Aldwych, W.C.2 — SPACE BUYER sequent Shaftesbury Avenue, W.C.2, reference 
Box 4127 Ad. Weekly 180 Fleet St EC4 we Ay HT Mn N i 

. . media, experience of campaign plan- o. 84 . 

A SPACE SALESMAN, with a proved ACCOUNTS/PRODUCTION clerk re- ning and be capable of supervising ADVERTISING REPRESENTATIVES 
record required. Congenial staff and r by advertising agency. Know- departmental work in general. Write required, male or female, to com- 
conditions Worthwhile salary and * of invoicing and production giving full details of age, experience, mence on August I3th for official 
commission Genuine prospects es desirable Please telephone salary etc., to General Manager, publications, etc. References required 
Trade and technical group pointment: Ext. 6, CLErkenwell Smee’s Advertising Lid 35 Duke and replies to all applicants 
Box 4125 Ad. Weekly 180 Fleet St EC4 54 Street. Manchester Square, W.! Box 4118 Ad. Weekly 180 Fleet St BC4 


WHAT IS A DESIGNER ? 


A Designer is a man (or woman) who can 


create an advertising campaign in 
co-operation with other people and develop it 


Rapidly growing Department of most effectively in its visual form. 
He has an eagle eye for detail and thinks 
large Advertising Agency broadly. He is flexible but stubborn. 
He has an astonishing knowledge of the 
requires Senior Writer to work possibilities of all media and he has 

never grubbed around in a mental rut 
on household and fashion in his very superior life. 

' That is our definition of a Designer and that 

accounts. Previous experience is what we want . . . a Designer. 


essential. Write stating age, If this is you to the life, you can 
; : have the salary you expect and pleasant 
experience and salary required working conditions. Please write to : 


to THE SECRETARY, 


Box 4131 
Advertiser's Weekly 180 Fleet St EC4 C. R. CASSON LIMITED, 6 ALDFORD STREET, W.1 


| 
Phone your classifieds te WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 
AGENCY MAN 


WITH KNOWLEDGE OF PRESENT 


DAY MARKETING TRENDS. THERE 


IS A VACANCY FOR A SPECIALIST 


Box 4126 
Advertiser's Weekly 180 Fleet St £C4 
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CLASSIFIED ADVERTISEMENTS 


SECRETARY required for Advertising 
Mayfair 
Experience of advertising pro- 
cedure and ability to work on own 
Age 25-30. This 
is a position which offers an excellent 
to an energetic and en- 


and Publicity 
office. 


Manager's 


initiative essential 


opportunity 
thusiastic secretary 


Box 4089 Ad. Weekly 180 Fleet St EC4 


YOUNG LADY REQUIRED 
for PRESS & VOUCHER 
DEPT. of West End Agency. 
Some experience of this work necessary 
and should be willing to learn x. 


switchboard for temporary relief purposes. 
5-day week. Write giving full details to— 


Box 4140 
Advertiser's Weekly 180 Fieet St EC4 


PRODUCTION MAN required for West 
End ee | to handle a group of 
Sound knowledge of block 

making with previous — experi- 
ully, stating 

age, experience and salary expected, 
Smee’s 
3-5 Duke Street, 


accounts 


ence essential. Write 
to the General 
Advertising Limited, 
Manchester Square, W.1. 


Manager, 


ADVERTISING MANAGER 


Aspro-Nicholas Limited is looking for the right man to 
control advertising for the Nicholas Group. 


He will be responsible to the General Sales Manager for 
a large range of products and will work with the 
Divisional Sales Managers and three of the country’s 
leading Advertising Agencies. 


His responsibilities will include the creation and control 
of press, cinema and T.V. campaigns, control of 
expenditure and public relations. 


The job is in Slough, starts at £1,500 p.a. and includes 
unusually good pension rights. 


If you think you are the man we are looking for, write 
to Personnel Manager, Aspro-Nicholas Limited, Slough, 
Bucks, and let us know who you are and what you 
have done. Quote AD/MAN. 


FIRST-CLASS 


Salary) 


RETOUCHER 


required for the 


ADVERTISEMENT REPRESENTA- | 
TIVE required, free-lance, good con- 
nections with national advertisers and 
agents, mainly industry, also high- 
class fashion and luxury goods, for 
seven well-established Magazines and 
Year Books without competition, with 
official backing for home and export 
trade. Large advertisement sections 
and feature advertising. 

Box 4111 Ad. Weekly 180 Fleet St EC4 


Contact Mr 


Alsworth 


partment of well-known 
engineers in S.E. London 
knowledge of catalc 
to write technical 


mechanica 


gue layout, 


(good 
Progressive 
studio of Artplan Ltd., MAY 2251. 


ASSISTANT required in Publicity De- 


1 


Must have 
ability 
copy, line drawing 


d experience a completed national 
WATFORD AREA, First-class Genera! service Five-day week, pension 
Artist wanted, experience essential scheme, canteen. Write briefly, giving 


Telephone or write for appointment. 
Bean Advertisin Ltd.. 8 Station 


° Salary required 
Road, Watford. Tel.: Gadebrook 3491 


outline of previous career and stating 


Box 4102 Ad. Weekly 180 Fleet Si EC4 
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APPOINTMENTS VACANT 


GEORGE NEWNES 
PUBLICITY 


Requires Top-F.ight 
LETTERING 


ARTIST 
® 


Phone (Temple Bar 4363 Ext. |), or 
write Mr. E. Wells, Publicity Studio 
Manager, 

George Newnes Ltd., 
Tower House, Southampton Street, 
Strand, London, W.C.2. 


ADVERTISEMENT MANAGER 


newspapers Previous experience 
provincial field is desirable 
tions in writing, stating details 
experience and salary required 
be marked ‘* Personal,”’ 


Controller, East Midland Allied Pr 
Ltd., 8 Breams Buildings, Fet 
Lane, London, E.C.4 


re- 


quired in the provinces to take charge 
of department handling three weekly 


in 


should 
and addressed 
to John Nuttall, Group Advertisement 


ess 
ter 


TYPOGRAPHER 


We have a position vacant for a man wit 
sound knowledge of Typography and wh 
is prepared to carry out adaptations whe 
required. ideal conditions and Five Da 

eek. Write stating Salary required t 


Box 4117 


Advertiser's Weekly 180 Fleet St €C4 


h 
° 
n 
y 
° 


| TECHNICAL ARTIST 


tising Also a first-class 


wanted 


operating. Wr 
Box 3953 Ad. Weekly 180 Fleet St B 


required with 
ability to produce layout for Adver- 
Retoucher 
ooo a pension schemes 


C4 


passed the |.P.A. 


CRC 


require 


Assistant 

Account Executive 
with some 
years’ experience 


Preference will be given to a young man who has 


Intermediate examination. 


Please write to the Secretary, 
Cc. R. CASSON LTD., 
6 ALDFORD STREET, W.1 


wonder. 


“nose for news 


the press well ; 


PRESS 
RELATIONS 


The man we require must have a first class 


” 


’ 


controlling an expanding business ; 
not be satisfied for long with the £2,000 a year 
he will receive on starting with us. 

He will, by his own resources, increase this by 
making the business he is joining successful. 


Write Box 4165 
Advertiser’s Weekly 180 Fleet St EC4 


Do we require an EDITOR who is a good 
organiser, or an ORGANISER who is a good 
Editor? We 


he must have an out- 


standingly pleasant personality ; he must be 
able to write well and quickly ; he must know 


he must be capable of 
he must 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Production purposes. 


Secretary, JOHN HADDON & CO. LTD., 
11-12, Salisbury Square, E.C.4. 
Fleet Street 80!! 


Assistant required for 
TRAFFIC DEPARTMENT 


Experienced at keeping schedules and records for 
Write for interview to the 


TECHNICAL PUBLICITY Assistant 
to Publicity Manager required by well- 


known engineering concern in West 
London area Good knowledge of 
technical publishing, including produc- 
tion essential, and experience in other 


tields of publicity very desirable. Ex- 
cellent prospects for the right young 


man Upper age limit a years 
Detailed information please. 
Box 4113 Ad. Weekly 180 Fleet St EC4 


DESIGN 
FOR PRINT 


If this is the type of work which really 
interests you and you are capable of 
designing all forms of printed publicity 
material to a very high and exacting 
standard you are invited to write fully, 
age, experience and salary bracket to 


Director of Creative Services. 


Box 4163 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG — required for Display 
Studio in N Contemporary style, 
knowledge of layout, design, and good 
lettering Pay not less than £7 a 
week, Write, giving particulars of age 
and past experience, to the Director 
of Personnel, John Lewis & Co. Ltd., 
Oxford Street, W.1 


ACCOUNTS EXECUTIVE 
REQUIRED 


BY DELTA DISPLAYS LIMITED 
14A South Wharf Road, W.2 


Write or phone Paddington 1496 for 
appointment. 


ADVERTISEMENT 
TIVE required by old-established 
motor trade journal. Age 24-30. 
Good future prospects for the right 
man Write, giving full particulars 
experience, odery required, etc 
Box 4114 Ad. Weekly 180 Fleet St EC4 


REPRESENTA- 


vo ROL ND LAYOUT MAN able to 
sce visuals and finished roughs, 


with good knowledge of typography, 
casting-off, etc., wanted by engineer- 
ing cern with small re Reply, 
Staung age, experience, 


Box 4152 Ad. Weekly 180. Fleet St EC4 


ACCOUNTS EXECUTIVE 


with sound national connection 
required by exhibition and display 
contractors. Write in confidence full 
details and salary required to Sales 


Director 
Box 4143 
Advertiser's Weekly 180 Fleet St EC4 


WE SPECIALIZE in colour advertise- 
ments in the technical and national 
press, and need an energetic produc- 
tion worker to join our staff. Five- 
day week. Holiday arrangements will 
be taken into consideration Please 
write, giving details of experience and 


salary, to R. M 2a, Queen Anne's 
Gate, S.W.1 Agency experience is 
not all important. No ‘phone calls, 
please 


TYPOGRAPHIC 
UNIT 


Another Typographer now required 
for a busy team engaged on a wide 
variety of interesting work on press 
and print to a very high standard. 
This is a Senior appointment and calls 
for corresponding qualifications. Full 
details please: age, career to date 
and salary to 


Box 4157 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT to Production Manager in 


medium sized Agency Copy detail, 
knowledge of blocks, typing an advan- 
tage Good opportunity for con- 
scientious Man or woman (age about 
20) w ith ae = mind. Full de- 
tails alar 


Box 4142 Ad. Weekly 180 Fleet St BC4 


studio. 


presentation standard. 


SENIOR VISUALISER 


We need another experienced visualiser in our 
He will work on a variety of consumer and 
technical accounts, taking his work up to client 


Write stating experience, age and salary required. 
(Profit Sharing and Pension Schemes.) 


S. C. PEACOCK LTD. 


Maddox House, 215-221 Regent St., London, W.1. 


| 


There are openings at 


HOLDENS 


(1) 


(2) 


for an accomplished 


ACCOUNT EXECUTIVE 


aged probably between 30 and 40 


for aPROGRESS MANAGER 


whose responsibilities will extend 
far beyond the Traffic Depart- 
ment ; the job requires judgement 
as well as an energetic application 


to detail. 


Good pay and prospects are offered 
in return for the high calibre work 
which is expected. Please write to 


Box AE or PM, as the case may be, 


A. N. HOLDEN & CO. LTD. 
94 MOUNT STREET, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | 


WANTED 


Tidy-minded young man or woman, 
preferably with 


AGENCY TRAFFIC 
CONTROL OR PROGRESS 


experience, to keep records and control 
progress of work in busy Print Con- 
sultant’s office. Systematic worker 
essential, typing an advantage 
Please write in the first instance giving 
details to 
MR. HARRY MINTON 
PRINT PARTNERS LTD. 
44A DOVER STREET, LONDON WI. 


NO PHONE CALLS PLEASE 


WANTED. A keen publicity man to 
help handle advertising for an inter- 
nationally known company in brand 
new offices near Warren Street Station 
Satisfying, interesting job for young 
man with a creative but orderly mind 
who can get things done. If you have 
practical experience of Direct Mail, 
write, enclosing specimens of work 
and stating age and experience, to 
the Advertising Manager, 

Box 4151 Ad. Weekly 180 Fleet St EC4 

LONDON AGENCY requires experi- 
enced visualiser/layout man to join 
hardworking team producing an inter 
esting variety of printed jobs. Must 
have good all-round layout experience 
and good typographical background 
Write, stating age, experience and 
salary required, to 
Box 4156 Ad. Weekly 180 Flee: St EC4 


A large and progressive Mai! Order 
Company requires a 


CAPABLE ASSISTANT 
to Catalogue Production Manager 


Applicant must be conversant with 
Catalogue production, layout, copy, 
art work, blocks etc. Excellent oppor- 
tunity for person with up-to-date ideas 
on layouts, presentation and printing 
High remuneration for the right man. 
Good prospects for advancement 
Apply by letter giving full details of 
experience to, The Advertising Manager, 
Chorlton Warehouses Ltd., 47, Chorl- 
ton Street, Manchester, 1. 


SILK Screen Representative. Substan- 
tial basic salary/commission with 
connections. Good opportunity for the 
right man with progressive company 
"Phone: CLErkenwell 9228, or write 
Box 4146 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT SPACE REPRE- 
SENTATIVE, male or female, re- 
quired on well-known top quality 
fashion trade journal. Permanent post 
with high salary, all expenses, no 
commission Full details of experi- 
ence, etc., to “‘M.D., Confidential,” 
Box 4145 Ad. Weekly 180 Fleet St EC4 

SECRETARY /ADVERTISING  ASSIS- 


TANT (typing, some shorthand) for 
Editor of monthly publicatic Lon- 
don. Training given to suitable appli- 


cant Details of age, salary required 
and previous experience, to 
Box 4144 Ad. Weekly 180 Fleet Si FC4 


ARTIST 
VISUALISER 


required by Display Craft Ltd., the 
well-known Point-of-Sale experts 
—friendly studio—S-day week— 
staff canteen. Good job for Artist 
able to produce slick and creative 
ideas. 


Display Craft Ltd., 


88, Acre Lane, Brixton, S.W.2. 
Phone : BRI 7871. 


APPOINTMENTS VACANT | 


it is very unusual 
for a Typographer 
to leave 


Clifford Bloxhams 


We want an Agency- 
experienced man (or woman) 
to join a contented department. 
He or she will be expected to 
have a creative flair for 
typography and good taste 
and be given every chance to 
use both. Salary will be 
generous and there are bonus 
and pension schemes 

If you know you are a 
first-rate typographer whose 
capabilities are not being 

fully used, write, in confidence 
to Chief Typographer, 
Clifford Bloxham & 

Partners Ltd. 

Lion House, Red Lion Street, 
London, WCI 


YOUNG 
LAYOUT 


ARTIST 
WANTED 


Salary about £500. 5 day week. 
National accounts. 


Box 4129 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST 


wanted at 
GRANTHAMS OF READING 


Good “ all-rounder,” for visuals 
and finished design. 
Full details please including salary 
required to 
Studio Manager, 
GRANTHAMS OF READING, 
READING. 


AMERICAN COMPANY offers unique 


opportunity to a young lady of 
attractive appearance and good per- 
sonality as demonstrator of modern 
office machine. Basic salary £400 p.a 
Generous incentive bonus. Luncheon 
allowance. Excellent prospects of 
rapid promotion to outside sales staft 
Box 4162 Ad. Weekly 180 Fleet St EC4 


RETOUCHER 


required for Studio in London for Black 
and White and some Colour Work. 
Competent handling of Aijrbrush 
essential. Full particulars to Art 


Director. 
Box 4116 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 


GENERAL ARTIST 


REQUIRED FOR STUDIO IN 
COVENT GARDEN AREA 
Box 4133 
Advertiser's Weekly 180 Fleet St EC4 


A VACANCY occurs for a really com- 


petent Production Manager Only 
those with a good Agency background 
and record, and experience of hand- 
ling National Press, Technical Press 


and print ed apply Early experi- 
ence in a Process House would be an 
added advantage 

Box 4159 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
ALL-ROUND ARTIST 


required for Agency. Good 
design essential. Must be cap- 
able of producing crisp visuals 
and finished roughs. First class 
working conditions in Bond 
Street. 


*Phone for appointment—Mr. 
Harvey, HYDe Park 9583. 


SENIOR ADVERTISEMENT 
REPRESENTATIVE 


required by 
publishers of top-flight export journal 


A journal with a considerable success story behind it already 
and a very important future before it, has a vacancy for 
experienced and really competent sales executive y 
know how to contact U.K. exporters of industrial goods rather 
than consumer goods, and preferably know something of 
export markets. He should be able to initiate and conduct a 
sales campaign and, above all, know how to sell space. He 
will be expected to keep up a steady monthly turnover. 

We are looking for a man who wants a job where there is an 
opportunity to go forward to a directorship. 


Applications will be treated in strictest confidence, and should 
give details of career and present salary. 


Box 4154 
Advertiser’s Weekly 180 Fleet St EC4 


He must 


PRESS RELEASE WRITER required by 
Publicity Department of large Com 
pany in the Electrical Industry. Appli 
cants should preferably have jour- 
nalistic experience and knowledge of 
basic electrical engineering. Write 
Box 4141 Ad. Weekly 180 Fleet St EC4 

SECRETARY SHORTHAND TYPIST 
for Publicity Manager Must have 
experience in advertising Excellent 
salary and prospects W.C._ office 
Write details of experience to 
Box 4137 Ad. Weekly 180 Fieet St EC4 

LAYOUT/FINISHED ARTIST wanted 
by medium-size London agency to 
work on a wide variety of interesting 
accounts. At least two vears’ experi- 
ence in similar position. Very happy 
studio; five-day week The Warren 
Seymour Co., Ltd., LANgham 625% 


Large company, with branches through- 
out the country, requires 


Advertising Supervisor or 
Manager 


Duties include supervision in prepara- 
tion of copy for newspaper advertise- 
ments and of existing Showcard and 
Poster department, for all branches. 
Must be fully experienced and must 
have held a similar position previously. 
Good salary and permanent position for 
right man. All applications in strictest 
confidence. Apply in writing giving 
details of full experience in first instance 
to BAIRD & DAWSON LTD., Old 
Colony House, South King Street, 
Manchester 2. 


YOUNG enthusiastic layout man _ re- 
quired for position with publishing 
company where work involves new 
and exciting problems Knowledge 
and keen interest in typography essen- 
tial Write or ‘phone the Buland 
Design Unit, 1 Old Burlington Street, 
W.1. REGent 0936 

PUBLIC RELATIONS ASSISTANT. 
Nottingham Co-operative Society in 
vites applications for post of Assistant 
to Public Relations Officer Duties 
include organisation of adult and 
youth groups, editorial work, research 
and general publicity. Some interest 
in Films desirable. Salary according 
to experience and ability Apply by 
letter to Personnel Officer, 12 Talbot 
Street, Nottingham 

ARTISTS WANTED. Only top line 
men need ‘phone for appointment 
J.C. Studios, PADdington 9321 


PERFECT 
PRIVATE SECRETARY 


to young Managing Director of smal! 
but rapidly expanding West End Agency. 
This is an unusual and interesting 
opportunity for a well educated, 
efficient young lady with Agency ex- 
perience and interest in fashion. 
Phone TRA 7565 or write 


Box 4150 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 
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JuLy 27, 1956 


ill 


CLASSIFIED ADVERTISEMENTS 


Are you interested in joining a 


friendly studio’? We require a 


GENERAL 
ARTIST 


to prepare roughs and 
We require an 
artist who favours perhaps a 


more 


able 
finish. also 
decorative and sophis- 
ticated style. 

Please write stating salary 
required and experience to : 
FORUM ART SERVICE Ltd., 
144 Southampton Row, W.C.1. 


WANTED. Keen young photographer to 
aS press cameraman on well 
film publication. Only those 
progressive outlook and  per- 
sistence need apply 
Box 4149 Ad. Weekly 180 Fleet St EC4 
FELEPHONIST / RECEPTIONIST for 
London Advertising Agency A well- 
jucated young lady required, with 
slly good personality and an ability 
» sort matters out correctly. The 
emuncration is on a proportionate 


scale 
Box 4135 Ad. Weekly 180 Fleet St EC4 

REPRESENTATIVES urgently wanted 

Must be fully conversant with Com- 
nercial Art, Photography and Print 
Only those with proved selling record 
nd capable of carning a four-figure 
salary need apply. Salary, commission 
nd expenses Write or ‘phone for 
ppointment The Design Group 
Limited, 17-19 Foley Street. W.1 
Telephone: LANgham 1567. 

STORE ADVERTISING. Young man 
23-25. Must have experience in lay- 
yut copywriting, etc., in a busy 

Advertising Department of a retail 
store Gong wages, pension scheme, 
cafeteria. Call or write, Staff Man- 
ager. Gamages. Holborn, E.C.1 
NO rolling stone wanted for this oppor- 
tunity. We seek a layout man who 
will give of his best for an assured 
sture He will work with a happy 
and on one of the sales promouon 
groups of George Newnes Ltd. Excel- 
ent prospects. 5-day week. Pension 
cheme Telephone R Ss Lyons, 
Chancery 2441 or write George 
Newnes Ltd 66-69 Great Queen 
Street, London, W.C.2 

REQUIRED by small recognised 
Avency, man experienced in creating 
youts for retail, trade and technical 

advertisements State age, ex- 

perience, salary required 

Box 4155 Ad. Weckly 180 Fleet 


ASSISTANT 
PRINT BUYER 


required by 


HOWARD PANTON 


LTD. 


press 


St BC4 


Preferably in mid 20's. Some 
experience essential. Must be 
capable of casting-off, preparing 
accurate type mark-ups, order- 
ing blocks economically, seeing 
through and passing invoices. 
Prospects are excellent. There's 
plenty to do calling for speed, 
sound organisation and method. 
Salary according to experience 
(periodic review). 

growing agency. 

write for interview : 

Burton, Howard Panton Ltd., 
Panton House, Howard Street, 
W.C.2. Covent Garden 0231. 


Phone your classifieds to WAT 3388 


RECEPTIONIST /RECORDS Controller 
required by West End Advertising 
Agency. She should be between 20 
and 30, intelligent, personable. Good 
salary, 5-day week, luncheon vouchers 
Ten yards from tube station. Apply 
in writing, to P. J., 

Box 4158 Ad. Weekly 180 Fleet St EC4 


GOOD GENERAL ARTIST 


required for Publicity Department. Able 
to produce quick finished roughs in 
colour, and finished artwork. 
Leaflets, catalogues, point-of-sale 
terial, etc. Write stating age, experience 
and salary required, to the Publicity 
Manager, Regentone Radio and 
Television Led., Romford, Essex. 


some 
ma- 


JUNIOR PRODUCTION ASSISTANT 
required. Opportunity exists in Pub- 
hicity Departmen of well-known 
manufacturing chemists tor young 
lady (18-21). Agency experience pre- 
ferred but not essential, typing an 
advantage, progressive position. Five- 
day week, staff cafeteria and social 
club. Write 
Box 4119 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


BRITISH, U.S. 
& INTERNATIONAL 
TRADE PRESS 


TAKE NOTE 


On behalf of a well-known group 
of British Export Trade Journals, 
I have introduced and am holding 
space contracts with over 65 Scan- 
dinavian and European Firms, 
and some 40 Scottish Aj/cs. 
Annual turnover about £25,000 
p.a. My activities on behalf of 
these clients include market re- 
search, agency introductions, 
reports on agents’ activities, 
etc., etc. 


1 COULD DO THE SAME FOR 
YOU on full or part-time straight 
commission basis, and am open 
to offers from organisations of 
repute. 


Highest credentials including past 
export sales management, Senior 
Civil Service, etc., appointments. 
Fluent German and_ French 
linguist. Reply 


Box 4164 
Advertiser's Weekly 180 Fleet St EC4 


BE PREPARED, Export is becoming 
more and more important! Boom 
conditions at home are showing signs 
of coming to an end A thriving 
export business is your best safeguard 
agair falling turnover A senior 
advertising and marketing man of 
proven ability with comprehensive ex 
perience of selling a wide range of 
products to overseas markets is look 
ing for ftresh worlds to conquer 
Middle thirties. Either manufacturer 
or agency would suit. Write now to 
Box 4123 Ad. Weckly 180 Fleet St EC4 

ASSISTANT PRODUCTION MAN- 
AGER, London agency, 7 years’ Press 
and print experience requires re 
sponsible post in London where he 
can be sure of possible promotion 
coupled with plenty of interesting 


work 
Box 3957 Ad. Weekly 180 Ficet St EC4 
SILK SCREEN PRODUCTION MAN- 


AGER, secks change 
setting up complete 
buying. estimating, control of staff, 
16 years’ practical experience. 
Box 4132 Ad. Weekly 180 Fleet St EC4 


Capable of 
new department, 


FIGURE ARTIST 
and VISUALISER 


with experience as art manager of 
National advertiser, seeks position 
of responsibility, England or abroad. 


Box 4115 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN (26) with Public Schoo! 
education, requires position as Adver- 
tising Manager. Has had three years’ 
experience of National Trade and Re- 
tall advertising, including supervision 
of 1.T.A. transmission. Well versed 
in all phases of business procedure 
with technical knowledge of Engineecr- 
ing and Plastics production methods 
Comprehensive experience of all 
Building and allied trades 
Box 4138 Ad. Weekly 180 Ficet St EC4 


GRADUATE of Business Administration 
Course specialising in Advertising and 
having completed Intermediate A.A. 
Examinations, requires appointment 

Trainee. Flair is towards creative 
advertising with accent on 
Research. M.A. (Hon) Cal- 

cutta University in Economics. Would 
accept nominal salary initially with 
prospects of promotion as ability be- 
comes evident. Please reply to, N 
aoe. 247 Bath Street, Glasgow, 
+e 


FASHION HOUSES 


| am the answer to your bottleneck in 
Production — Copywriting — Layout 
— Typography — Photography. 

Wide experience in Mail Order Cata- 
logues. 

Highest references, samples. 


x 4147 
Advertiser's Weekly 180 Fleet St EC4 


Write 


SENIOR Advertisement Representative 
good connection Northern agencies 
and leading National Advertisers 
Good personality and sales record 
Desires to represent a first-class 
medium in the North 
Box 4124 Ad Weekly 180 Fleet St EC4 

EXPERIENCED WOMAN EXECL- 
TIVE, M.LP.A, seeks “ee. Copy- 
writer, client contact Wr 
Box 4112 Ad Weekly 180 Fleet 

SPACE BUYER, 
Perience in all 


St EC4 
with many years ex- 
fields of advertising 
seeks new post, cither as Space Buyer 
or Advertising Manager 
Box 4161 Ad. Weekly 180 Fleet St EC4 
“ HAND-PICKED " SECRETARIES 
available —The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 
EXPERIENCED ARTIST, lettering. re- 
touching and general studio work 
seeks change with better position and 
prospects Agency preferred 
Box 4122 Ad. Weekly 180 Fleet 


SALES AND WANTS 


FOR SALE: Masseeley No. 31 Embos 
sing Machine complete with 8 sets of 
type and 3 sets of figures (Sans Serif 
Series). The above machine is only 
two years old ry is in excellent con- 
dition. Offer 
Box 4063 Ad Weekly 180 Fleet St EC4 


ACCOMMO N 


To be Let 


CLEMENTS INN 


STRAND 
MODERNISED OFFICE BUILDING 
sq. 8000 «. 
also 


FIRST FLOOR SUITE 
sq. 1500 fc 


St EC4 


Particulars from 
DONALDSON & SONS 
94, Jermyn St., S.W.! 
WHI 4516 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


SILK SCREEN TRADE WORK 


Can be accepted by South Coast firm. 
Pulls from runs sent on request. 
Would consider becoming subsidiary 
branch to parent firm. 


Box 4139 
Advertiser's Weekly 180 Fleet St EC4 


TO cither a lady or gentleman is offered 
a unique field of publishing. A pub- 
lisher of monthly and quarterly pub- 
lications is planning further expansion 
and is desirous of contacting cither 
parties as above, who are inicrested 
m a directorship and placing an in- 
vestment that will show good returns 
You are invited to write in for further 
details, to 
Box 4120 Ad. Weekly 180 Fleet St EC4 

DEEP GLOSS Metal-Glazed Showcards, 
another production of Dispro, The 
Laminators, are less expensive and of 
higher quality gloss. Increasingly used 
by leading advertisers. Ask for speci- 
men and estimate. Dispro Lid., 36-38 
Peckham Road, S.E Tel.: RODney 
7171 ( lines). 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality lack-and-White and 
Colour photo litho, 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


PUBLISHING, PRINTING, ADVER- 
TISING AGENCY and book im- 
porters business for sale, with delight- 
ful Tudor flat. Low rent. Cathedral 
City. £350. S.a.v. 

Box 4134 Ad. Weekly 180 Fleet St EC4 

PROCESS ENGRAVERS have substan- 
tial capacity for additional Mono- 
chrome and Colour work. Introduc 
tion of large turnover will merit 
highly remunerative terms. Write 
Box 4148 Ad. Weckly 180 Fleet St EC4 


FREE LANCE SERVICES 


LAYOUT ARTIST (Ex 
in booklets, folders. etc 
Box 4121 Ad. Weekly 180 Fleet Si BC4 


TECHNICAL ILLUSTRATOR = secks 
commissions. Accuracy in line or tone 
from engineers’ prints, also air-brush 
work Nothing too intricate 
Rox 3889 Ad eckly 180 Fleet St BC4 


FREE LANCE 
COPYWRITER 
Needed. But Quick. 


Overworked free lance writer 
with Town office and secretary 
needs underpaid free lance aid 
who can write shrewd, effective 
market-wise copy to order. 
Technical and consumer stuff. 


Box 4136 
Advertiser's Weekly 180 Fleet St €C4 


Fig.) specialises 


DESK SPACE. Free Lance artist given 
part work in exchange for reasonable 
rental with friendly studio. Apply 
Box 4153 Ad. Weekly 180 Fleet St PC4 

COPY WRITER, lance, required 
Must be first-class For provincia! 
agency. mainly on direct mail 
Box 4155 Ad. Weekly 180 Fleet St EC4 


ADVERTISING MAN with interesting 
qualifications can now undertake 
limited number of commissions to 
write copy and produce ideas (with 
visuals); especially leaflets. Can write 
company histories 
Box 4160 Ad. Weekly 180 Fleet Sit EC4 


TWO FREE LANCE ARTISTS have 
space for another No tics. Nice 
building Oxford Street ‘Phone 
GERard 9586 


free 
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wth THE BROOK 


CONTINUOUS FILM 
PROJECTOR 

@ A brilliant picture . 
quality sound. 

@ Can be ‘built in® or will stand 
on its own. 
No operator 
matic repeat, 
control. 


SOUND-SERVICES 


269 


high 


required — auto- 
or push-button 


KINGSTON ROAD 


LEICESTER 
—— 


LONDON. C.P.R. CRANE. 44 FLEET ST., E.C.4. TEL. FLEET ST.. 6820 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, Londen, W.C.2. 
180 Fleet Street, London, E.C.4, England (Waterloo 3388) 
S.E.1 (Waterloo 3388) 
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Advertisement, Editorial and Sales office : Mercury House, 
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LIMITED 


MERTON 


Juty 27, 1956 


THE CROWD 


That draws bigger crowds 


Movement attracts attention . 


.. curiosity is heightened . . 


a crowd forms, attracting still bigger crowds. That’s how 
the Brook Continuous Film Projector works for you. 


It’s the ‘ perfect salesman’, telling your story faultlessly, 
and working—all day long if you like—to make people 
stop, look, listen and remember. 

AVAILABLE FOR HIRE OR FOR SALE 


For full particulars write or phone 


PARK LONDON S.W.19 


(An Associate of The Film Producers Guild Ltd) 


TELEPHONE: Lisperty 4291 


TGa S36 


— STOP PRESS — 


DPSPA agreement 
with union 


A supplementary agreement, 
w comes into force next 
Wednesday, and covers the train- 
ing of adult screen printers in the 
display and screen printing trade, 
has been concluded between the 
Display Producers and Screen 
Printers Association and the Sign 
and Display Trades Union. Full 
details will be given next week. 


Final date of entry for cinema 
and TV films to be shown at the 
third International Advertising 
Film Festival (Cannes, September 


| 15-19) is August 1 (next Wednes- 


day). 


ISAS. They add: 

of a film must be the person or 
company who actually made the 
film. In cases where ideas for a 
film—a script or a storyboard— 
originated in another quarter, e.g. 
an advertising agency, full credit 
will be both recognised and pub- 
lished in the Festival catalog 


Associated Irish Newspapers and 
Irish Master Printers Association 
and warns that increased costs must 
“inescapably” be passed on to the 
public. 


Latest ABC 
1955, July-Dec., 


(Jan-June 
Jan-June 
Telegraph” 
964; “Lurgan 
Mail” 7,302, 7,360, 7,412: “Porta- 
down Times” 5,095, 5,108, 5,142: 
“Portadown News” 7,427, 7,530, 
7,772; “Tiverton Gazette” 9,559, 
9,366, 9,404; “Cornishman,” Pen- 
zance, 16,779, 16,738, 16,737; “East 
Kent Gazette” 9,701, 9,779, 9.811: 
“Neath Guardian” group 21,447, 
20,790, 21,140; “Health for All” 
22,882, 22,814, 22,352; “Shooting 
Times & Country Magazine” 8,502, 
8,363, 9,028; “Hertfordshire Express 
& Bedford Express” 14,137, 14,164, 
14,395, 


figures 
1955., 


W. S. (“Bill”) Lewsey. head of 
checking department of Mather & 
Crowther Ltd. is to retire at the 
end of this month. He has been 
with the agency for 53 years. 


Futurama, a new lipstick case 
by Revion, is being launched in 
London with half-pages in the Lon- 


Where, however, an agency can 
claim to be responsible for the 
entire physical production of a 
film, they are naturally recognised 
as the producer of that film.” 


Newsprint levy imposed by Irish 
Government in last budget will cost 
Irish provincial press “about £10,000 
a year extra,” says a statement from 


109-119 Waterloo Road, London 


don evening papers and a 60-second 
TV film. 


Robert Windsor Soap Co., Ltd. 
are to use trade press to advertise 
Gaytime, a new popular priced toilet 
soap. Agents: Gee Advertising Ltd. 


TAM state : “ITA are now taking 
TAM service in all areas.” 


for the proprietors, Business Publications Limited, 
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